Customer loyalty programmes in the South African grocery and retail sector by Harmse, Nyree
i 
 
 
 
 
 
 
 CUSTOMER LOYALTY PROGRAMMES IN THE SOUTH 
AFRICAN GROCERY AND RETAIL SECTOR 
 
NYREE HARMSE 
 
Submitted in partial fulfilment of the requirements for the 
MASTER’S DEGREE IN BUSINESS ADMINISTRATION 
in the 
FACULTY OF BUSINESS AND ECONOMIC SCIENCES 
of the 
NELSON MANDELA UNIVERSITY 
Supervisor:  Professor Margaret Cullen 
13 March 2019 
ii 
 
I. DECLARATION 
I, Nyree Harmse, the undersigned, hereby declare that: 
• The work contained in this treatise is my own original work; 
• This treatise was not submitted in full or partial fulfilment to any other recognised     
university for any other degree; 
• This treatise is being submitted in partial fulfilment of the requirements for the degree 
of Masters in Business Administration; and 
• All sources used or referred to have been documented and recognised. 
 
      13 March 2019 
Nyree Harmse      Date 
  
iii 
 
II. ACKNOWLEDGEMENTS 
Completing a MBA has been a lifelong dream and embarking on this journey has been the 
most exhilarating and challenging thing I have done. Not only has it shaped my academic 
growth, but it has taught me to be a better leader, professional and person. I would like to 
thank: 
• My creator and Heavenly Father, whose joy and grace has given me the strength 
and perseverance to finish this journey; 
• My husband, Fuad - my biggest fan and supporter, who had to deal with cancelled 
plans, group meetings, assignments and no holidays over these last 2 years. Thank 
you for every late night coffee, listening to all my stories and frustrations. Your 
patience, love and support has shown me the true value of a partnership in marriage; 
• My Mom – who has always advocated education and never settling for mediocre. 
You have encouraged me to chase every dream. My sister – Nishaan, brother-in law 
– Shahien and niece – Zaarah for all your encouragement and support during my PE 
block trips; 
• My supervisor, Professor Margaret Cullen. Thanks for the encouragement, drive and 
wisdom. A constant strive for excellence and the importance of having fun has been 
the greatest lessons I have learnt from you. I have appreciated your candid feedback 
and commitment to your students. You have stretched my thinking in every way! 
• To Dr. Danie Venter for conducting the statistical analysis and Professor Andre Calitz 
for your technical assistance and guidance with the data analysis; 
• My group – MBA GT 17.4, the best group I could have been part of. Thanks for all 
the support and the best laughs. You made this journey fun and memorable; 
• My line managers, Jacques Marshall and Mark Ellis, who were very supportive 
throughout this journey as I navigated my way through work and studies. Thanks for 
allowing me enough time off and for always complementing me on my progress; 
• Finally, to all my colleagues, friends and family who stuck with me through my 
studying silence, forgotten birthdays, cancelled plans and general unavailability. 
Thank you for your love and support. 
  
iv 
 
III. ABSTRACT 
While there has been substantial research on loyalty programmes, few studies specifically 
focus on the attitudinal and behavioural components of a loyalty programmes within grocery 
and retail sector programmes in South Africa. This study is part of a broader study of South 
African loyalty programmes, but specifically examines the attitudinal and behavioural 
influences on loyalty programmes in the South African grocery and retail sector.  
 
A comprehensive literature review was conducted and factors influencing loyalty 
programmes were identified. The literature reviewed informed the conceptual model that 
proposed purchasing behaviour, trust, communication, personalisation, flexibility, rewards 
and method of participation influenced the success of grocery and retail sector loyalty 
programmes with attitude and behaviour serving as intermediate variables. The academic 
literature selected for the study is grounded in the academic theories of social exchange 
and planned behaviour.  
 
The methodology followed was through self-administered questionnaires developed from 
academic literature. Data were collected from 1090 respondents across South Africa, of 
which 643 respondents were members of grocery and retail sector loyalty programmes. The 
data analysis conducted through various descriptive and inferential statistical tests and 
exploratory factors analysis identified that factors of purchasing behaviour, trust, 
communication, personalisation, flexibility, rewards and general assessment were factors 
influencing loyalty programmes. 
 
Loyalty programme studies in South Africa are generally conducted on specific loyalty 
programmes, which are owned by the programme owners and therefore unpublished. This 
study contributes to the body of knowledge by using academic theory to establish the 
attitudinal and behavioural factors that affect loyalty programmes within the South African 
grocery and retail sector. 
 
The study concludes with managerial recommendations that grocery and retail sector 
managers can implement to influence the success of loyalty programmes. Some of the 
recommendations include the use of communication as a lever to influence other factors 
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and the overall effectiveness of the programme. Other recommendations include data 
management and rewards that create flexible and personalised experiences. 
Key words: Loyalty programmes, attitude, behaviour, grocery and retail sector 
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CHAPTER 1: INTRODUCTION AND PROBLEM STATEMENT 
1.1 INTRODUCTION  
This chapter defines the purpose of the study and introduces loyalty programmes. The 
problem statement, research questions and research objectives are discussed. In addition, 
the delimitations and significance of the study are outlined. Finally, a brief summary of the 
research methodology is discussed and the structure of the treatise is included. 
 
Figure 0.1 Chapter One Layout (Author's own construction) 
 
1.2 INTRODUCTION TO LOYALTY PROGRAMMES  
Truth (2017), a customer loyalty consultancy organisation, published an annual report on 
loyalty programmes, entitled the South African Loyalty Landscape surveying 28 273 
consumers in 2017 who earn in excess of ten thousand rand a month. According to Truth 
(2017), 79 percent of South African consumers use loyalty programmes. While the use of 
South African loyalty progammes is increasing, consumers are belonging to fewer 
programmes.   
 
• 1.1 Introduction
• 1.2 Introduction to Loyalty Programmes
• 1.3 Problem Statement
• 1.4 Research Questions
• 1.5 Research Objectives
• 1.6 Research Delimitation
• 1.7 Research Significance
• 1.8 Research Methodology
• 1.9 Report Structure
• 1.10 Summary
Chapter 1: Introduction and Problem Statement
Chapter 2: Literature Review
Chapter 3: Research Design and Methodology
Chapter 4: Results and Analysis
Chapter 5: Findings, Conclusions and Recommendations 
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Loyalty programmes are implemented to increase consumer spend without considering 
whether the “value proposition of the loyalty programme is attractive enough to keep 
consumers using the programme” (Truth, 2017, p. 8). South African organisations are 
currently not focused on the long term customer experience of these programmes (Truth, 
2017). 
The study intends to determine the attitudinal and behavioural factors that influence a 
loyalty programme within the South African grocery and retail sector. In the context of this 
research, loyalty cards and programmes will be used interchangeably. Thus, this treatise 
aims to explore loyalty programmes within the South African grocery and retail sector and 
establish whether satisfaction with grocery and retail loyalty programmes varies among age 
groups, gender, location and size of household. Once this has been established, it aims to 
propose practical ways that managers can improve the satisfaction of loyalty programmes 
within the South African grocery and retail sector. 
 
1.3 PROBLEM STATEMENT  
Consumers are belonging to less loyalty programmes. According to Amanda Cromhout, 
founder and CEO of Truth, “Consumers are becoming more choosy about the programmes 
with which they engage and this approach makes financial sense. Consumers will reap 
more from participating fully in fewer programmes, than spreading themselves thin across 
multiple programmes” (Staff Writer, 2017, p.12). The results of the South African Loyalty 
Landscape 2017 report shows a need for “brands to do their homework about how 
consumers want to be engaged and what they’re prepared to do to earn points” (Staff 
Writer, 2017, p.14). 
 
Clicks, a JSE listed retailer is reported to manage the largest loyalty programme in South 
Africa. The chief executive, David Kneale claims “the group is delivering the best sales 
growth momentum of the SA retailers” and attributes the group’s success due the strong 
promotional offer to cash-strapped consumers, which is a key feature of their loyalty 
programme (Faku, 2018, p.12). Despite consumer confidence remaining low, Clicks group 
continues to show sales growth year on year (Faku, 2018). 
 
Pick n Pay, a South African retailer with an estimated 10.7 million users of their loyalty 
programme – Smart Shopper is the second biggest loyalty programme in South Africa 
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(Tarrant, 2017). The retailer has admitted that the programme grew more than double than 
the initial feasibility study conducted in 2012. While the retailer has enjoyed a larger 
consumer base, Smart Shopper has negatively affected profitability, which was originally 
unforeseen. Challenges experienced with the programme were offering a one percent cash 
back in a highly regulated low margin industry and the initial long lifespan of points resulting 
in deferred revenue and the operational cost of running the programme (Tarrant, 2017). 
 
The research indicates different perceptions of how the loyalty programme has influenced 
the two largest loyalty programmes in South Africa. No studies or information can be found 
on whether South African grocery and retail sectors measure the effectiveness of their 
programmes. 
 
The following key questions arise: 
• What influences the attitudes of consumers towards loyalty programmes in the South 
African grocery and retail sector? 
• How do attitudes influence the behaviours displayed towards loyalty programmes in 
the South African grocery and retail sector? 
• How can a grocery and retail sector loyalty programme create value for South 
African consumers? 
The above questions result in the below problem statement of this study. 
Research Problem: Researchers have not determined which attitudes and behaviours 
influence the behaviours of loyalty programmes in the South African grocery and retail 
sector. 
 
1.4 RESEARCH QUESTIONS 
The Main Research Question (RQM) was formulated based on the Research Problem 
discussed in Section 1.3 and is stated as follows: 
RQM: What attitudes and behaviours influence the behaviours of loyalty programmes in the 
South African grocery and retail sector? 
The supporting research questions (RQ) that will aid in answering the RQM were 
determined as: 
RQ1: What are the definitions and theories around loyalty cards and programmes? 
RQ2: What is the importance of a loyalty programmes? 
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RQ3: What determines an effective loyalty programme for South African consumers 
who belong to a grocery and retail loyalty programmes? 
RQ4: How can tested research methodologies be provided to understand and 
reproduce future research studies? 
RQ5: What are the relationships between the independent and dependant variables 
of loyalty programmes in the South African grocery retail sector? 
RQ6: What recommendations can be suggested in the development of an effective 
loyalty programme in the South African grocery and retail sector? 
 
1.5 RESEARCH OBJECTIVES 
In order to address the above-stated research questions, the main Research Objective 
(ROM) will be:  
ROM – To determine the attitudes and behaviours that influence loyalty cards and 
programmes in the South African grocery and retail sector. 
 
In order to achieve the above stated main research objective, the following secondary 
objectives need to be achieved:   
RO1: To review definitions and theories around loyalty cards and programmes; 
RO2: To determine the importance of loyalty cards and programmes; 
RO3: To establish determinants of an effective loyalty programme for the South 
African grocery and retail sector; 
RO4: Justify and explain the selected research methodology selected for this treatise 
with sufficient detail for future studies; 
RO5: To determine which factors have a greater influence on the effectiveness of 
loyalty programmes in the South African grocery and retail sector; and 
RO6: To develop managerial recommendations that enhances the effectiveness of a 
loyalty programme in the South African grocery and retail sector. 
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The research alignment plan is illustrated in Table 0.1:  
 
MAIN RESEARCH QUESTION: 
What attitudes and behaviours influence the behaviours of loyalty programmes in the South 
African grocery and retail sector? 
MAIN RESEARCH OBJECTIVE: 
To determine the attitudes and behaviours that influence loyalty cards and programmes in 
the South African grocery and retail sector. 
SECONDARY RESEARCH QUESTIONS RESEARCH OBJECTIVES 
What are the definitions and theories around 
loyalty cards and programmes? 
To review definitions and theories around 
loyalty cards and programmes 
What is the importance of a loyalty 
programmes? 
To determine the importance of loyalty cards 
and programmes 
What determines an effective loyalty 
program for South African consumers who 
belong to a grocery and retail loyalty 
programmes? 
To establish determinants of an effective 
loyalty programme for the South African 
grocery and retail sector 
How can tested research methodologies be 
provided to understand and reproduce future 
research studies? 
Justify and explain the selected research 
methodology selected for this treatise with 
sufficient detail for future studies 
What are the relationships between the 
independent and dependant variables of 
loyalty programmes in the South African 
grocery retail sector? 
Which factors have a greater influence on 
the effectiveness of loyalty programmes in 
the South African grocery and retail sector? 
What recommendations can be suggested in 
the development of an effective loyalty 
programme in the South African grocery and 
retail sector? 
To develop managerial recommendations 
that enhances the effectiveness of a loyalty 
programme in the South African grocery and 
retail sector. 
Table 0.1 - Research Alignment Plan (Author's own construction) 
 
1.6 RESEARCH DELIMITATION 
This study is part of a broader study, examining loyalty programmes in South Africa. While 
loyalty programmes are implemented across various sectors, this treatise will focus on 
loyalty programmes within the South African grocery and retail sector. The literature review 
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identified factors of purchasing behaviour, trust, communication, personalisation, flexibility, 
rewards and method of participation which affect loyalty programmes. Thus, this treatise is 
limited to the effect of these factors on loyalty programmes within the South African grocery 
and retail sector. 
 
1.7 RESEARCH SIGNIFICANCE 
Several internal studies have been conducted on specific loyalty programmes, which are 
owned by the programme owners and therefore unpublished. This study contributes to the 
body of knowledge by using academic theory to establish the attitudinal and behavioural 
factors that affect loyalty programmes within the South African grocery and retail sector. 
 
1.8 RESEARCH METHODOLOGY 
1.8.1 Research Approach 
This treatise followed a positivistic research design, where existing theory was used to 
develop a conceptual model (Saunders, Lewis & Thornhill, 2016). Quantitative data was 
collected through a use of a survey. Descriptive and inferential statistical analysis was 
performed and an Exploratory Factor Analysis conducted to test the model. The research 
approach will be further discussed in Section 3.2.  
 
1.8.2 Literature Study 
The literature reviewed for this treatise was sourced from journals, books and articles found 
in the Nelson Mandela University (NMU) library database, ResearchGate, University of 
Witwatersrand and University of Pretoria online databases. Additionally, recent loyalty 
programme surveys conducted by Truth and Nielsen were reviewed and included in the 
literature review. All references are cited appropriately in-text and a comprehensive 
reference list are found in section 6. 
 
1.8.3 Data Collection and Analysis 
The data were collected through an online survey forwarded to 185 MBA students who 
were responsible for sourcing at least 20 respondents each; leading to a total of 1090 
responses received. The data were analysed through various statistical tests and methods. 
The findings of the statistical analysis are presented in Chapter Four. 
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1.9 ETHICAL CLEARANCE 
The Nelson Mandela University has pre-defined criteria for ethical clearance. A signed 
Ethical Clearance Form E has been deemed sufficient to fulfil the requirement for ethical 
clearance. The signed Form E is attached in Annexure A. 
 
1.10 REPORT STRUCTURE 
1.10.1 Chapter 1: Introduction and Problem Statement 
An introduction to the study is given in this chapter. In addition, the Research Problem, 
Research Questions and Research Objectives are explained. The research alignment plan 
is depicted in Table 0.1 and delimitations of the study are mentioned. 
 
1.10.2 Chapter 2: Literature Review 
Chapter Two addresses the first three research questions, namely, RQ1, RQ2 and RQ3 and 
their corresponding objectives, RO1, RO2 and RO3.  RQ1: What are the definitions and 
theories around loyalty cards and programmes? To correspond with RO1: To review 
definitions and theories around loyalty cards and programmes. In addition, it addresses 
RQ2: What is the importance of a loyalty programmes? To correspond with RO2: To 
determine the importance of loyalty cards and programmes. Finally, RQ3: What determines 
an effective loyalty programme for South African consumers who belong to a grocery and 
retail loyalty programmes? To correspond with RO3: To establish determinants of an 
effective loyalty programme for the South African grocery and retail sector.  
The research questions and objectives are addressed by exploring various literature to 
provide the academic theory. This chapter concludes with a conceptual model to measure 
loyalty programmes in the South African grocery and retail sector. 
 
1.10.3 Chapter 3: Research Design and Methodology 
In this chapter, various research philosophies and approaches are discussed and the 
research design and methodology this study will follow are outlined. Thus, Chapter Three 
addresses RQ4: How can tested research methodologies be provided to understand and 
reproduce future research studies? Which corresponds to RO4: Justify and explain the 
selected research methodology selected for this treatise with sufficient detail for future 
studies.  
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1.10.4 Chapter 4: Results and Analysis 
Chapter Four outlines the empirical findings of the study. The results of the empirical study 
are presented, discussed and analysed. Descriptive and inferential statistics and a factor 
analysis are performed and various tables and charts are used to present the data and 
findings. Thus, Chapter Four addresses RQ5: What are the relationships between the 
independent and dependant variables of loyalty programmes in the South African grocery 
retail sector? which corresponds to RO5: To determine which factors have a greater 
influence on the effectiveness of loyalty programmes in the South African grocery and retail 
sector. 
  
1.10.5 Chapter 5: Findings, Conclusion and Recommendations  
Chapter Five presents the findings of the study and makes managerial recommendations. 
The limitations of the study are discussed and the need for future research identified. 
Finally this chapter makes the conclusions based on the research problem and as such 
addresses RQ6: What recommendations can be suggested in the development of an 
effective loyalty programme in the South African grocery and retail sector? Which 
corresponds to RO6: To develop managerial recommendations that enhances the 
effectiveness of a loyalty programme in the South African grocery and retail sector.  
The structure and layout of this treatise is illustrated in Figure 0.1. 
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Figure 0.2 Structure and layout of treatise 
 
1.11 SUMMARY 
This chapter introduced the study and problem statement. The research questions and 
objectives were discussed and illustrated in the research alignment plan Table 0.1. In 
addition the delimitation, significance and research methodology of the study were briefly 
included.  
The data collection method and ethical requirements of the Nelson Mandela University 
were highlighted and the chapter concludes with an introduction to each chapter and an 
illustration of the structure and layout of this treatise. The next chapter will address the first 
three research questions and their corresponding research objectives.  
Chapter 1: Introduction and Problem 
Statement
Chapter 2: Literature Review
Chapter 3: Research Design and 
Methodology
Chapter 4: Results and Analysis
Chapter 5: Findings, Conclusions and 
Recommendations
RQ1 
RO1 RO2 RO3 
RQ3 
RQ4 
RO5 
RQ5 
RO4 
RO6 
RQ6 
RQ2 
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CHAPTER 2: LITERATURE REVIEW 
2.1 INTRODUCTION 
The purpose of the study, the main research questions and research objectives were 
outlined in Chapter One. The purpose of this chapter is therefore to conduct a literature 
review of loyalty programmes. 
 
Chapter Two addresses RQ1, RQ2 and RQ3 and their corresponding objectives, RO1, RO2 
and RO3.  Therefore, this chapter addresses RQ1: What are the definitions and theories 
around loyalty cards and programmes? To correspond with RO1: To review definitions and 
theories around loyalty cards and programmes. In addition, it addresses RQ2: What is the 
importance of a loyalty programmes? To correspond with RO2: To determine the 
importance of loyalty cards and programmes. Finally, RQ3: What determines an effective 
loyalty programme for South African consumers who belong to a grocery and retail loyalty 
programmes? To correspond with RO3: To establish determinants of an effective loyalty 
programme for the South African grocery and retail sector.  
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Figure 0.1 provides an outline for Chapter Two.  
 
Figure 0.1 Chapter Two Outline (Author’s own construction) 
 
2.2 HISTORY OF LOYALTY PROGRAMMES 
Loyalty programmes’ roots date back to the eighteenth century, where shop owners 
incentivised their customers with copper tokens towards future purchases. The principle is 
essentially now termed as a delayed discount programme (Gold, 2017). During the 1950s 
and 1960s, loyalty programmes evolved as trading stamp programmes. A customer would 
typically receive one stamp for every 10 cents of purchases and could redeem stamps at 
particular centres (Liu & Brock, 2010; Wansink, 2003; Sharp & Sharp, 1997).  
 
Airline deregulation in 1978 resulted in increased competition among United States airlines. 
Thus, giving rise to the need for marketing strategies to attract repeat customers and drive 
brand loyalty. American Airlines were first to launch their loyalty programme and within one 
week of launch, United Airlines launched their own programme (Friend, 2018). The 1980’s 
saw customer service and quality being replaced by the interest of loyalty or relationship 
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• 2.3 Definitions of Loyalty Programmes
• 2.4 Grounding Theories
• 2.5 Customer Loyalty
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• 2.7 South African Loyalty Programmes in the grocery and retail sector
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Chapter 5: Findings, Conclusions and Recommendations 
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marketing. Loyalty programmes became more frequent in the airline industry, with airlines 
implementing frequent-flier programmes, which accumulated points on the basis of distance 
flown, which in turn was redeemable for flights. The airline industry was among the first to 
implement consumer-orientated programmes (Liu & Brock, 2010; Wansink, 2003; Sharp & 
Sharp, 1997).  
 
In contrast, literature postulates that marketing paid insufficient attention to customer 
retention, which decreased profitability. Special marketing was therefore required to restore 
customer loyalty, thus giving rise to loyalty programmes across various industries. Loyalty 
programmes were considered as defensive marketing mechanisms in an attempt to retain 
existing consumers versus focusing on new customers (Liu & Brock, 2010; Wansink, 2003; 
Sharp & Sharp, 1997). 
 
The twenty-first century saw the emergence of customer loyalty as a marketplace currency 
as industries were threatened by new technologies and saturated markets. By the 2000’s it 
was estimated that sixteen of the largest European retailers had spent one billion dollars on 
loyalty initiatives giving rise to over forty million loyalty cards in circulation (Steyn, Pitt, 
Strasheim, Boshoff & Abratt, 2010). The average household in the United States is said to 
belong to an average of 29 loyalty programmes, however only actively participating in 
twelve (Bruneau, Swaen & Zidda, 2018). 
 
While many retailers have considered loyalty programmes as essential to remain 
competitive, not all loyalty programmes have been successful. Several organisations have 
been forced to terminate programmes, which impacted profitability negatively or failed to 
gain a competitive advantage over their competitors. The failure experienced by these 
organisations demonstrates the importance of developing a loyalty programme that creates 
value for customers while maintaining financial viability (So, Danaher & Gupta, 2015). 
 
2.3 DEFINITIONS OF LOYALTY PROGRAMMES 
One of the earlier definitions by Sharp and Sharp (1997, p. 474), defines loyalty 
programmes as “structured marketing efforts which reward and therefore encourage loyal 
behaviour”. The American Marketing Association defines loyalty programmes as “continuity 
incentive programmes offered by a retailer to reward customers and encourage repeat 
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business” (Dorotic, Bijmolt & Verhoef, 2012, p. 218). According to Ma, Li and Zhang (2017), 
loyalty programmes serve as an important customer relationship management tool in a 
competitive retail environment.  
 
Loyalty programmes have several elements such as the reward magnitude; the type of 
reward offered (monetary or non-monetary) and the appropriate redemption policies 
(Bazargan, Karray & Zolfaghari, 2017). Loyalty programme strategies deployed include 
point accumulation; programme specific currencies; preferential treatment or elite status 
(Ma, et al., 2017). These elements represent an integrated system of marketing actions that 
offer financial or non-financial benefits, which work together to influence the customer 
purchase behaviour, perceived social status and improve the relationship between the 
consumer and the organisation (Brashear-Alejandro, Kang & Groza, 2016; Gupta, Gupta & 
Shaines, 2018). 
 
The two main goals of loyalty programmes are to increase buying behaviour thereby 
increasing revenue and to maintain a customer base through a strong bond between the 
customer and the organisation (Berezan, Krishen, Tanford & Raab, 2017). Loyalty 
programmes have four distinct features: 
(i) the purpose is to foster loyalty through rewarding behavioural and attitudinal 
loyalty;  
(ii) the programme is conducted in a structured manner;  
(iii) the actions occur over a long term period;  
(iv) actions by the vendor are rewarded either through discounts, goods, services, 
personalised offers or preferential treatment; and 
(v) the programme is tailored through ongoing marketing efforts (Dorotic, et al., 
2012).  
Loyalty programmes offer ways to improve customer engagement through inducing greater 
marketing productivity and serving as a reliable predictor for customer loyalty (Bruneau, et 
al., 2018). 
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2.4 ACADEMIC THEORIES 
The theories anchoring the study are social exchange and planned behaviour. 
 
2.4.1 Social Exchange Theory 
Dating back to the 1960’s, social exchange theory is one of the major theoretical 
perspectives in the field of social psychology and is grounded in the philosophy and 
psychological orientation of utilitarianism and behaviourism (Cook & Rice, 2006). Homans 
in 1961 as cited in Cook and Rice (2006, p. 54) defined social exchange “as the  exchange 
of activity, tangle or intangible, and more or less rewarding or costly, between at least two 
persons”. Social behaviour is produced by social interaction of parties; one party would 
reinforce the behaviour of the other. Exchanges between parties will stop where they are 
not deemed to be mutually rewarding (Cook & Rice, 2006; Miles, 2012). 
 
Social exchange theory provides the foundation for explaining the loyalty programme 
relationship between customers and the retailer (Ma, et al., 2017). Emerson (1976, p. 336), 
explains social exchanges as “two-sided, mutually contingent and mutually rewarding 
processes involving ‘transactions’ or simply ‘exchange’ ’’.  Reciprocity is the main principle 
in a social exchange process and therefore members in the exchange process feel entitled 
to receive a reward in return for a reward granted. “Social exchange is comprised of actions 
contingent on the rewarding reactions of others, which over time provides for mutually and 
rewarding transactions and relationships” (Cropanzano & Mitchell, 2005, p. 890). 
Consumers who invest in loyalty programmes through the form of regular purchases, word-
of-mouth referrals and other beneficial behaviours expect preferential and special treatment 
commensurate with their perceived effort (Ma, et al., 2017). 
 
Application to this study 
Loyalty programmes involve two interdependent actors – the organisation and the loyalty 
programme members. Members of the loyalty programmes will only continue to engage 
when the premise of the relationship is mutually rewarding. The loyalty programme has to 
be designed with the basic understanding of social exchange theory.  
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2.4.2 Planned Behaviour Theory 
The theory of planned behaviour’s central premise is the individual’s intention to behave in 
a particular manner. The performance of the behaviour is directly linked to the strength of 
the intention to engage (Ajzen, 1991). An individual’s intentions are therefore the best 
predictor of their behaviour. The theory assumes that all people behave in a systematic and 
rational way using all information at their disposal. Conscious motives inform their decisions 
and active thought is given to the implications of their actions (Miles, 2012). 
 
Intention is determined by a combination of attitudes, subjective norms and perceived 
behavioural control. Attitudes refer to favourable or unfavourable perceptions of the 
behaviour. Social norms reflect the social pressures from others to engage. Perceived 
behaviour control is viewed as the existence or absence of resources required to execute 
the behaviour (David & Rundle-Thiele, 2018; Ajzen, 1991; Miles, 2012). The theory of 
planned behaviour has been applied in various empirical studies and has been proved 
appropriate for understanding consumer behaviours (Jane, Khan & Mishra, 2017; Hegner, 
Fenko & Teravest, 2017). 
 
Application to this study 
The theory of planned behaviour asserts that individuals’ actions are determined by their 
intention. Intention is in turn influenced by the attitude towards the action, how others may 
perceive this action and if the individual has the ability to perform such action. In the context 
of loyalty programmes, members need to hold positive perceptions about the loyalty 
programme in order to positively engage in the programme. In addition, the perception of 
others and their recommendations or referrals will influence their intention. Finally, the 
absence or existence of resources such as programme fees, accessibility and complexity 
will influence intention. Where the culmination of positive attitudes, social pressures and 
resources affects positive intention; the intention will lead to engagement in the loyalty 
programme. 
 
2.5 CUSTOMER LOYALTY 
Given that loyalty programmes are structured marketing efforts that track and reward 
customers in an attempt to encourage loyalty (Lee, Capella, Taylor, Lup & Gabler, 2014); it 
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is imperative to discuss the concept of customer loyalty. Loyalty is further one of the most-
defined words in the marketing lexicon (Taghipourian & Baksh, 2015).  
 
A two-dimensional assessment of loyalty was first advocated by Day (1969). Subsequently, 
many other researchers have argued the same. Rundle-Thiele (2005), expanded on this 
research by conceptualising broader ranges of emotional and cognitive states such as 
attitidunal loyalty and behavioural loyalty (Vesel & Zabkar, 2009). In the retail context, 
attitudinal loyalty describes the positive attitudes held by the customer towards the retailer 
and behavioural loyalty describes the repeat purchase behaviour the customer 
demonstrates (Kamran-Disfani, Mantrala, Izquierdo-Yusta & Martinez-Ruiz, 2017; Gupta, et 
al., 2018; Allaway, Gooner, Berkowitz & Davis, 2006). Attitudinal loyalty is a predisposition 
to engage in favourable behaviours towards the retailer. Successful engagement over time 
transitions to a commitment to re-patronage (Wolter, Bock, Smith & Cronin, 2017; Steyn, et 
al., 2010). Within the grocery and retail sector, where purchases require low involvement 
from the consumer, assessment of the consumer’s attitudinal disposition and their 
behavioural manifestation becomes essential (Russell-Bennett, Mccoll-Kennedy & Coote, 
2007). 
 
A study by Leenheer, van Heerde, Bijmolt and Smidts (2007), conducted an emprical 
analysis on whether loyalty programmes enhanced behavioural loyalty. The findings of the 
study reveal that in order to affect behavioural loyalty, the consumer should already hold a 
positive predisposition to loyalty programmes in general. In addition, their findings proved 
that for 86 percent of loyalty programme members, membership enhanced their existing 
loyalty to the brand. As such, attitudinal perceptions are powerful determinants of 
behavioural intent. 
 
2.5.1 Attitudinal Loyalty 
Attitudinal loyalty consists of commitment to a particular brand and the intention to 
repurchase the brand. Commitment is the aspect reflecting the affective component of the 
consumer’s attitude and the intention reflects the cognitive component (Russell-Bennett, et 
al., 2007). The commitment displayed by the consumer is a representation of an emotional 
or psychological attachment to the brand, which often takes form in a long-term and on-
going relationship (Taghipourian & Baksh, 2015). Loyalty programmes increase the 
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frequency of interactions between the consumer and the organisation, which contribute to 
positive attitudinal shifts towards the organisation’s brand (Gupta, et al., 2018). 
 
Attitudinal aspects reflect the emotional and psychological attachment inherent to customer 
loyalty. In addition, attitudinal measurements attempt to understand the cognitive elements 
that underpin purchasing motives and intended future actions. Within retail, attitudinal 
measurements are reflected in how much consumer like the retailer, feel committed to the 
brand and will recommend it to others. The strength of these attitudes is a key predictor to 
future purchases (Vesel & Zabkar, 2009). 
 
2.5.2 Behavioural Loyalty 
Behavioural loyalty is revealed through patterns of continued patronage and repeat 
purchases of a particular brand. The behaviour is directly reflected in the sales of the brand 
and the share of the consumer’s wallet (Russell-Bennett, et al., 2007; Taghipourian & 
Baksh, 2015). According to Gupta, et al. (2018), behavioural loyalty emerges from the 
attractiveness of the loyalty programme and becomes evident through repeat purchases 
and ongoing recommendations. Allaway, et al. (2006), identify a broader measure of 
behavioural loyalty, which includes shopping frequency, customer retention over time, 
share of the consumers wallet and word-of-mouth recommendations. 
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Figure 0.2 summarises the the elements of attitudinal and behaviouraly loyalty and how 
these elements affect customer loyalty. 
 
 
Figure 0.2 Graphical representation of components of customer loyalty 
 
2.6 GROCERY AND RETAIL LOYALTY PROGRAMMES 
The current competitive landscape of the retail environment emphasizes the importance of 
customer relations in developing a successful business where loyalty programmes are 
considered a key element in attracting consumer loyalty (Ma, et al., 2017). Retail loyalty 
programmes pose an effective way to create a competitive advantage by reducing the 
likelihood of customers switching brands (Nielsen, 2016). 
Nielsen, a global research organisation conducted a survey entitled The Nielsen Global 
Retail Loyalty-Sentiment Survey. The most recent survey administered in 2016, surveyed 
over 30 000 respondents in 63 countries. Key findings derived from the survey are as 
follows: 
• Seventy-two percent of consumers will choose a retailer with a loyalty programme 
over a retailer with no loyalty programme; 
• The most favourable forms of rewards are product discounts and rebates or cash-
backs; 
• Non-monetary rewards resonate stronger in African countries; and 
• Loyalty programme members require flexibility (Nielsen, 2016). 
Grocery and retail loyalty programmes have shown short-term behavioural changes but 
have often failed to influence long-term changes in purchasing behaviour and attitude 
(Melnyk & Bijmolt, 2015). The success of a loyalty programme is heavily dependent on the 
extent to which both parties derive a benefit from the exchange (Steyn, et al., 2010). 
Attitudinal 
Loyalty
• What the 
customer feels
• Reflects 
commitment and 
intention
Behavioural 
Loyalty
• What the 
customer does
• Manifests in sales 
and share of 
wallet
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2.7 SOUTH AFRICAN LOYALTY PROGRAMMES IN THE GROCERY 
AND RETAIL SECTOR 
According to Truth (2017), 79 percent of South African consumers use loyalty programmes. 
Demand for loyalty in South African has grown, with eight percent more customers using 
loyalty programmes in 2017, however customers who are already part of loyalty 
programmes have become more discerning. 
 
South African consumers will initially engage in a loyalty programme if the deal is attractive, 
however to keep members continually engaged, consumers evaluate whether the value 
proposition is attractive enough in the long term. Based on the findings of the Truth survey 
in 2017, only 48 percent of loyalty programme members view the value proposition of the 
programme sufficient enough to influence and change the purchasing behaviour (Truth, 
2017). 
 
Table 0.1 below is a list of current loyalty programmes in the South African grocery and retail 
sector. Loyalty programmes in the grocery and retail sector date back to 1997 and mainly 
operate in a point accumulation or coupon-based way. Consumers either receive discounts 
or redeemable rewards. 
 
Name of the 
organisation 
Loyalty programme Launch date Benefits 
1. Edcon  
Thank You 
 
2010 10 points for every 
R10 spent. 
Customers may only 
use the points once 
10 000 points have 
been accumulated. 
10 000 = R10. 
2. Fanatics 
 
 
1998 1 point is 
accumulated for 
every R1 spent. 400 
points = R20 reward 
coupon. 
20 
 
3. My School/My 
Village/My 
Planet 
1997 Members may select 
up to three 
beneficiaries. 
Programme donates 
1% of all purchases 
to schools 
(MySchool); non-
education charities 
(MyVillage);  and 
conservations, 
environment and 
animal welfare 
organisations 
(MyPlanet).  
4. My Spar 
Rewards Club 
 
2015 While Spar 
franchises have their 
own points-based 
store cards, the 
national rewards 
programmes provide 
electronic coupons 
on up to thirty 
products per month. 
5. Pick n Pay 
Smart Shopper 
Card 
 
 
2011 Pick n Pay initially 
offered R1 back for 
every R100 spent. 
Since 30 March 
2017, the retailer 
now offers R1 back 
for every R200 
spent. 
 
6. Shoprite 
Checkers 
Eezicoupons 
 
2012 Members download 
a mobile application 
and offers electronic 
coupons on various 
items which may be 
redeemed in store. 
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7. Snap n Save 
 
2015 Members download 
a mobile application 
or access the 
website to book 
discounted offers. 
Members purchase 
these items at any 
retailer and scan a 
copy of the till slip to 
receive the discount 
deposited to their 
bank account. 
8. Woolworths 
 
2010 Members enjoy up to 
10% discount on 
selected items and a 
further 5% where a 
Woolworths store 
card is used to pay 
for the items. 
9. Woolworths 
Little World 
 
 Programmes 
focuses on parents 
with children up to 
the age of 7. 
Members receive 
exclusive vouchers 
and discounts. 
Table 0.1 South African loyalty programmes in the grocery and retail sector 
 
2.8 INDEPENDENT VARIABLES 
2.8.1 Purchasing behaviour 
Loyalty programmes can increase the frequency of purchases and contribute to positive 
shifts towards the organisation. Consumers can be persuaded from only considering pricing 
through the attraction of a reward emanating from the use of the loyalty programme (Gupta, 
et al., 2018). 
 
The initial interactions and programme characteristics are critical to the success of the 
loyalty programme. Loyalty evolves over time as more information is gained by the 
organisation and the member. The customer derives three experiential benefits in the form 
(i) reward attractiveness - perceived economic benefit, variety and availability of the reward; 
(ii) knowledge benefit - the organisation’s ability to increase consumption through added 
knowledge transferred to the customer and (iii) required effort – the cost or effort the 
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customer must exert in order to participate; which determines loyalty to the programme (So, 
et al., 2015). 
 
2.8.2 Trust 
Consumer trust is a critical factor in the development of long-term relationships with 
customers (Pimpao, Correia, Duque & Zorrinho, 2018) and is defined as the perception of 
“confidence in the exchange partners’ reliability and integrity” (Morgan, 1994, p. 23). In 
marketing literature, trust is formed when one party to the relationship has confidence in the 
partner’s integrity and reliability. Satisfaction alone is not sufficient to ensure customer; 
retention and trust is often a stronger variable. Trust is considered as a confident benefit 
that is highly rated by consumers in long-term exchange relationships and is therefore a 
strong driver of customer loyalty (Kassim & Ismail, 2009). 
 
He, Li and Harris (2012), explain that the organisation’s ability to fulfil its promises is a 
strong indicator of trust. Consumers tend to extend high levels of trust to organisations with 
a strong brand identity and high capability. Repeated successful exchanges between the 
retailer and the consumer can lead to an increased level of trust, which in turn affects 
attitudinal and behavioural loyalty (Kamran-Disfani, et al. 2017). 
 
Confidentiality and information privacy are considered to be a critical element of a loyalty 
programme (Leenheer, et al., 2007; So, et al., 2015). Consumers consider whether the loss 
of their profile privacy yields sufficient benefits offered by the loyalty programme. While 
loyalty programmes offer particular benefits to members, privacy concerns regarding buyer 
profiling can affect the acceptance of loyalty programmes (Bianco-justicia & Domingo-
Ferrer, 2016). 
 
2.8.3 Communication 
Interpersonal connections between customers and the organisation are important for the 
success of the loyalty programme. Communication involves regular interaction, providing 
timely and accurate information and proactive engagement. Customer education may 
further affect loyalty. The more educated the customer is, the higher likelihood of 
engagement with the organisation’s product or service. Customer education, through 
communication can therefore be said to be an antecedent of loyalty (Berezan, Raab, 
23 
 
Tanford & Kim, 2015). Communication should be trustworthy, provide information and fulfil 
promises, thereby promoting quality, value, performance and encouragement in making a 
purchasing decision (Ndubisi & Wah, 2005). 
 
According to Berezan et al. (2015), the quality of information and communication style of 
the loyalty programme has a strong influence on consumer’s perception of the programme. 
Customised, relevant communication is critical to the success of a targeted marketing effort 
and therefore managed communications from the organisations within a loyalty programme 
can increase the effectiveness of the loyalty programme.  
 
Information quality is evaluated on the message’s content, the selected channel and the 
receiver’s perception of the content. Communication style refers to whether the 
communication is employee based, through the form of personal contact, the organisation’s 
website or social media. The choice of communication channel significantly affects the 
perception of communication style and quality of information (Berezan, et al., 2017).  
 
2.8.4 Personalisation 
Consumers receive personal recognition benefits when loyalty programme members meet 
new people or are recognised by others through the use of the loyalty programme. 
Preferential treatment benefits are experienced by customers as preferred or customised 
services, which indicate a level of respect for loyalty programme members. Exploration 
experiences allow loyalty programme members to participate in exploring new products or 
services (Brashear-Alejandro, et al., 2016). 
 
The aim of loyalty programmes is to establish a long-term relationship based on 
individualised interactions through a set of personalised marketing techniques of direct 
marketing and communications (Meyer-Waarden, 2008). According to Brashear-Alejandro, 
et al. (2016), the customer’s sense of status in the loyalty programme affects their 
perceived relative status in the programme. Non-financial benefits are shown to have more 
emotionally orientated elements, which make customers feel exclusive and increase the 
perceived sense of status. 
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Consumers respond positively to personalised experience and therefore customisation 
enhances loyalty (Melnyk & Bijmolt, 2015; So, et al., 2015; Bruneau, et al., 2018). 
Customising offerings to meet individual needs of customers  influences the success of the 
loyalty programmes and can convert customers from programme loyalty to brand loyalty 
(So, et al., 2015). Loyalty programmes allow organisations to access information about their 
members in the form of demographics, purchasing patterns and preferences. The 
information derived should be used in a way that meets the needs of the customer and 
further enhance the attractiveness of the programme (So, et al., 2015). 
 
2.8.5 Flexibility 
Loyalty programmes should not be designed in a uniform manner and should consider 
consumer preferences, habits and what tangible benefits consumers seek (Nielsen, 2016; 
Truth, 2017). Customers weigh up the benefits and costs versus their expectations and 
make decisions about whether they choose to further engage. In the loyalty programme 
relationship, value must be derived for both parties with continuous reciprocity and gratitude 
to enhance the depth of the relationship. Thus, loyalty programmes extend beyond 
economic incentives and rely on relational attributes such as personalisation and 
customisation to build relationships with members (Bruneau, et al., 2018; Meyers-Waarden, 
2007). 
 
The effect of reward expiry is found to have both positive and negative effects. Reward 
expiry may decrease a consumer’s satisfaction leading to reduced purchases, which 
generates negative perceptions towards the loyalty programme. However, time pressures 
and withholding rewards and can act as a stimulus for customer purchases (Bazargan, et 
al., 2017). Perceived status demotion poses a threat to a member’s social identity and 
therefore the member may be implored to take appropriate action in an attempt to reduce 
the threat (Ramaseshan & Ouschan, 2017). The enhancement and protection of self-
esteem can influence the consumers’ motives of choice and consumption (He, et al., 2012). 
 
2.8.6 Rewards 
Rewards within loyalty programmes consist of hard features such as discounts, vouchers 
and coupons and soft features such as service quality, special feeling and recognition. 
Maintaining an appropriate blend of both soft and hard features can affect member loyalty 
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(Omar, Wel, Aziz & Alam, 2013; Vesel & Zabkar, 2009). The rewards accrued to members 
establish a principle of reciprocity and therefore may generate an obligatory response from 
the customer in the form of repeat purchases which in turn lead to more rewards (Smith & 
Sparks, 2009). 
 
Consumers feel more pleasant when experiencing perceived superiority, which has a 
positive impact on self-esteem and self-appraisal. Superior status perception is positively 
associated with attitidunal loyalty and purchase intention in loyalty programmes (Liu & 
Mattila, 2016). The benefits of rewarding loyalty programme members are experienced in 
the form information sharing, knowledge contribution, word-of-mouth recommendation, 
future purchasing intention and lifetime value of the customer. Rewarding the behaviour of 
members enhances loyalty (Rehnen, Bartsch, Kull & Meyer, 2017; So, et al., 2015). 
 
While the primary purpose is to foster long-term relationships with customers, retailers 
should use both the reward design and use of customer data to enhance the value of the 
loyalty programme (Vesel & Zabkar, 2009).Where the loyalty programme relies on complex 
rules and policies, the practice often discourages the member to redeem the accumulated 
rewards. The stimulus-organism-reaction (S-O-R) paradigm explains how rewards (S) 
create cognitive actions such as motivation, learning and decisions relating to purchases 
(O) that stimulate consumers to react in the form of repeat purchases or loyalty (R) (Meyer-
Waarden, 2008). The value a loyalty programmes creates is diverse and affects various 
consumption motivations. Loyalty programme rewards should be attractive and offer variety 
that extends beyond economic rewards only. Customer delight can be created through 
achievable rewards that require some effort (So, et al., 2015). 
 
2.8.7 Method of participation 
According to Bruneau, et al. (2018), customers may be more willing to join a loyalty 
progamme, however effectively do not participate in the programme. Several researchers 
have postulated various ways to assess engagement levels in a loyalty programme; (i) card 
or programme usage (Liu Y. , 2007; Meyer-Waarden, 2013); (ii) point redemption behaviour 
(Bagchi & Xingbo, 2011); or (iii) e-mail correspondence reading (Raies, Muhlbacher & 
Gavard-Perret, 2015).   
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Bruneau, et al. (2018, p. 155) suggest that reliable, more holistic measures for engagement 
in a loyalty programme are determined by six behavioral responses: 
• “Proactively using the loyalty card; 
• Actively engaging in point redemption activities; 
• Adapting purchase behaviours to benefit from the loyalty program offers; 
• Sharing information about the loyalty programme; 
• Being receptive to information about the loyalty programmes; and 
• Proactively searching for information about the loyalty programme.”  
 
2.9 CONCEPTUAL MODEL 
The literature in this chapter highlighted the importance of loyalty programmes in the South 
African grocery and retail sector. Factors such as purchasing behaviour, trust, 
communication, personalisation, flexibility, rewards and method of participation are key 
determinants of the overall success of a loyalty programme. Each factor was deemed to 
have an attitudinal and behavioural component. Thus, a conceptual model based on these 
factors was designed and is illustrated in Figure 2.3. Attitude and Behaviour have been 
considered as intermediate variables. The empirical study undertaken will aim to test each 
of these variables in order to establish a model, which can be replicated in future.  
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Figure 0.3 Conceptual Model of loyalty programmes in the South African grocery and retail sector 
 
2.10 SUMMARY 
This chapter addressed the first four research questions and their corresponding research 
objectives.  
 
The first section discussed the history and definition of loyalty programmes and the 
supporting underlying theories in which the research is grounded. It was determined that 
loyalty programmes dated back to the eighteenth century and was used to incentivise 
repeat purchases among consumers. In the 1970’s loyalty programmes became popular 
among airlines which saw the airline industry among the first to implement a consumer-
orientated approach. Loyalty programmes in the twenty-first century show customer loyalty 
as a marketplace currency with consumers belonging to multiple loyalty programmes. The 
primary aim of a loyalty programme is to build customer loyalty and for many retailers the 
establishment of a loyalty programme is essential. 
 
Various definitions of loyalty programmes were discussed and identified building customer 
loyalty as the primary aim. Customer loyalty can be achieved through the use of loyalty 
programme elements which can be monetary and/or non-monetary. Loyalty programmes 
are grounded in the theories of social exchange and planned behaviour. Social Exchange 
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theory dates back to the 1960’s and is defined “as the  exchange of activity, tangle or 
intangible, and more or less rewarding or costly, between at least two persons” (Cook & 
Rice, 2006, p. 54). Social exchange theory is applicable to the study as members of loyalty 
programmes will continue to engage on the premise that the relationship or exchange is 
mutually rewarding. Planned Behaviour theory asserts that an individual’s intention is the 
best predictor of their behaviour (Miles, 2012) and is proven most appropriate theory to 
understand consumer behaviour (Jane, et al., 2017; Hegner, et al., 2017). The theory of 
planned behaviours was deemed appropriate for the study as the strength of consumer’s 
perceptions influence their intention in a loyalty programme, thus influencing their actions 
taken.  Thus, RQ1: What are the definitions and theories around loyalty cards and 
programmes? corresponding with RO1: To review definitions and theories around loyalty 
cards and programmes was addressed. 
 
In addition, RQ2: What is the importance of a loyalty programmes? corresponding with RO2: 
To determine the importance of loyalty cards and programmes was addressed through 
discussing the importance of customer loyalty – which is the ultimate achievement of a 
loyalty programme. The concept of loyalty was further identified as the most defined word in 
the marketing lexicon (Taghipourian & Baksh, 2015). A study conducted by Leenheer, van 
Heerde, Bijmolt and Smidts (2007) found loyalty programmes enhanced existing loyalty to a 
brand. In addition loyalty programmes increase the rate of interactions between the 
consumer and the organisation.  Loyalty programmes were further deemed essential within 
a competitive retail environment (Nielsen, 2016). 
 
Finally, RQ3: What determines an effective loyalty programme for South African consumers 
who belong to a grocery and retail loyalty programmes? corresponding with RO3: To 
establish determinants of an effective loyalty programme for the South African grocery and 
retail sector was achieved by highlighting the important variables such as purchasing 
behaviour, trust, communication, personalisation, flexibility, rewards and method of 
participation, which influence the effectiveness of the loyalty programme. This lead to these 
variables being incorporated as independent variables in the conceptual model constructed. 
This model will be tested in the empirical study and the results will be discussed in chapter 
four. The next chapter will discuss the research design and methodology that will be 
followed to conduct the empirical study on loyalty programmes.  
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CHAPTER 3: RESEARCH DESIGN AND METHODOLOGY  
3.1 INTRODUCTION 
The secondary research conducted by means of a literature review in Chapter Two 
highlighted and established the variables that will be used in this empirical study. Loyalty 
programmes were defined which addressed RQ1: What are the definitions and theories 
around loyalty cards and programmes? Thus RO1: To review the definitions and theories 
around loyalty cards and programmes was achieved. As the main determinant of loyalty 
programmes is to build and enhance customer loyalty, the concept of customer loyalty was 
investigated and the two elements of attitudinal and behavioural loyalty were discussed. 
Social exchange and planned behaviour were determined as the academic theories 
anchoring the study.  
 
In addition, RQ2: What is the importance of loyalty cards and programmes? which 
addressed RO2: To determine the importance loyalty cards and programmes was 
discussed. The benefits of loyalty programmes were determined as loyal customers who 
engage through repeat purchases and therefore create increased profitability and reduced 
marketing spend. Furthermore, RQ3: What determines an effective loyalty programme for 
South African consumers who belong to grocery and retail loyalty programmes? addressed 
RO3: To establish determinants of an effective loyalty programme for South African 
consumers who belong to grocery and retail loyalty programmes was achieved and the 
conceptual model in Figure 0.3 was created.  
 
In order to develop a model that is practical and can assess the effectiveness of loyalty 
programmes in the South African grocery and retail sector, an empirical study will be 
conducted. Chapter Three outlines the research approach and design that will be used to 
explore the empirical study based on the literature review findings in Chapter Two. In 
addition, Chapter Three describes the research methodology and data collection methods 
that will be deployed. Therefore, Chapter Three will address RQ4: How can tested research 
methodologies be provided to understand and reproduce future research studies? which 
corresponds to RO4: Justify and explain the selected research methodology selected for 
this treatise with sufficient detail for future studies. 
 
 The Chapter outline for Chapter Three is illustrated in Figure 0.1. 
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Figure 0.1 Chapter Three Outline (Author’s own construction) 
 
3.2 RESEARCH DEFINITION 
Research is the search for truth through the use and application of scientific methods 
(Cooper & Schindler, 2014). The research process is a systematic process and a patient 
approach where the researcher commits to understand all knowledge related to the subject 
(Zikmund, Babin, Carr & Griffin, 2013; Cooper & Schindler, 2014). Research is not only 
limited to the collection of information through reading and asking questions; it has to be 
linked to a clear purpose and systematic interpretations (Saunders, et al., 2016). 
 
A research study develops within a framework of philosophies where valid and reliable 
procedures, methods and techniques are used in order to create unbiased and objective 
interpretations (Kumar, 2011). Conducting research is often due to an aspect of society that 
is unresolved or a discovered inconsistency between literature and the environment. These 
situations often act as springboards and give rise to the research study (Bryman, 2016). 
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• 3.1 Introduction
• 3.2 Research Definition
• 3.3.Research Design
• 3.4 Unit of Analysis
• 3.5 Sampling Design
• 3.6 Questionnaire Development
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• 3.8 Summary
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Chapter 4: Results and Analysis
Chapter 5: Findings, Conclusion and Recommendations 
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Business research provides guidance in making managerial decisions through the process 
of systematic inquiry. The process involves planning, acquiring, analysing and the 
dissemination of data, information and insights to appropriate decision makers who can in 
turn mobilise the organisation to take the appropriate actions. Research facilitates effective 
management (Cooper & Schindler, 2014; Zikmund, et al., 2013).   
 
In this treatise, a systematic study has been undertaken to respond to the main research 
problem - To determine the attitudes and behaviours that influence loyalty cards and 
programmes in the South African grocery and retail sector. Data will be collected from 
respondents and interpreted by using valid and reliable statistical methods leading to 
management recommendations to facilitate more robust and effective management of 
loyalty programmes within the South African grocery and retail sector. 
 
3.3 RESEARCH DESIGN  
Saunders, et al. (2016), explain the approach to research as an onion below in Figure 0.2. At 
the centre of the onion is how the data is collected. Surrounding the onion is underlying 
techniques and methods that show the ideal research process to follow. Decisions on which 
methods and techniques should be made by understanding the outer layer theory of the 
onion. All aspects of the onion should be considered holistically in deciding a research 
approach. 
 
Figure 0.2 Research Onion; Source: Saunders, et al., p. 124 (2016) 
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This section explores the various techniques and decisions the researcher undertakes 
when developing the research design. The information has been categorised below 
following the onion method as identified in Figure 0.2. 
 
3.3.1 Research Philosophies and Approach 
Saunders, et al. (2016) identify various research philosophies in Figure 3.2, with the two 
main philosophies being identified as positivism and interpretivism. Positivism is a 
systematic approach rooted in science and the opposite advocates an ethnographic and 
naturalistic approach (Kumar, 2011). 
 
Positivism asserts that society can be studied scientifically and the researcher can attempt 
to understand and make rational determinations and predictions about behaviour. The 
positivism philosophy is associated with a logical order and an objective reality that is 
studied through science (Babbie, 2007; Kumar, 2011). One key feature of a positivistic 
study is that the researcher is independent of the research and is not affected by the 
outcome or findings and therefore an adoption of an impersonal style is more approriate 
(Saunders, et al., 2016). Positivistic studies are usually grounded in quantitative studies 
where a hypothesis is tested through the use of large samples. As positivism follows a 
scientific approach; the reseach philosophy is associated to a deductive approach where 
theory is developed, the hypothesis tested and a research strategy is developed to test the 
hypothesis. A deductive approach emphasizes scientific principles and causal relationships 
between variable and structure  (Collis & Hussey, 2014; Saunders, et al., 2016). 
 
In contrast, interpretivism argues that not all human behaviour and reactions can be 
observed. Cultural backgrounds and circumstances create different meanings at different 
times and therefore laws and rules as in the positivism paradigm cannot uniformly explain 
phenomena. Interpretivistic research seeks to create rich understanding through the study 
of social worlds and context (Saunders, et al., 2016). Qualitative studies and small samples 
that generally develop theories and rich subjective data are usually associated with 
interpretivistic studies. An inductive approach is where theory follows data and the result of 
such an analysis leads to the formulation of a theory. The researcher becomes part of the 
research process, attempts to gain understanding of meanings and is less concerned with 
the need for generalisations (Collis & Hussey, 2014; Saunders, et al., 2016). 
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Research Approach and Philosophy for this study 
This research will be conducted in the positivistic paradigm as the purpose of the study is to 
describe the cause and effect relationship of the dependent variable, Loyalty Programmes 
and the independent variables, Demographics, Communication, Flexibility, Participation, 
Personalisation, Purchasing Behaviour, Rewards and Trust as identified in the conceptual 
model Figure 2.3. 
 
A deductive research approach will be adopted for this study through the use of a 
quantitative study rigorously testing the conceptual model. The variables are observable 
and the existing literature in Chapter Two will provide the associated laws and 
generalisations in relation to loyalty programmes. For the analysis be achieved, an 
empirical study will be conducted among a sample of 1090 South African consumers. The 
data will be analysed by means of statistical techniques and measures. 
 
3.3.2 Time Horizons 
Time is an important part of research and can affect the generalisability for research 
findings. Two principal options are available when designing research: cross-sectional 
studies and longitudinal studies (Babbie, 2007). Cross-sectional studies represent a point in 
time, while longitudinal studies are repeated over a period of time (Babbie, 2007; Cooper & 
Schindler, 2014). The choice of study has to be linked to the research question and more 
frequently cross-sectional studies are undertaken on academic studies due to time-
constraints (Saunders, et al., 2016). Longitudinal studies are considered a diary approach 
where changes are recorded over time and repeat observations are investigated. Thus, 
longitudinal studies can be costly and time-consuming (Collis & Hussey, 2014; Saunders, et 
al., 2016). 
 
Time horizons for this study 
As this study occurs at a single point in time, a cross-sectional approach has been adopted. 
Furthermore, a cross-sectional study is inexpensive and will be completed within the 
required time-frame for this treatise. 
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3.3.3 Data Collections Methods 
The methodology applied when collecting data should rely on whether (i) the aim of the 
enquiry is to explore, confirm or quantify and whether (ii) the findings of the enquiry will be 
used in gaining understanding or driving policy formulation (Kumar, 2011).  
 
Qualitative research is undertaken where the purpose is to establish a variation in 
phenomena or situations without attempting to quantify it. In contrast, quantitative research 
aims to quantify the variation and assess the degree of variation. Thus, the use of statistics 
is essential to any quantitative study (Kumar, 2011). The type of data generated in the 
research provides a way of determining a qualitative or quantitative approach. Where 
numeric data are generated, a quantitative approach would be most suitable. Business 
research generally combines numeric and non-numeric data and therefore a consideration 
to the paradigm should be given (Saunders, et al., 2016). Where a hypothesis is deduced 
from theory and appropriately tested, a quantitative approach is most suitable. Quantitative 
research is often associated with a positivistic paradigm in particular where predetermined 
and appropriate data collection techniques are deployed (Bryman, 2016; Saunders, et al., 
2016).  
 
Data can be categorised in two forms; namely primary and secondary data. Primary data 
are original research works and are sought for their proximity to truth and the ability to 
control error, while secondary data has passed at least one level of interpretation and 
includes sources such as articles and textbooks (Cooper & Schindler, 2014; Collis & 
Hussey, 2014).  
 
Data collection method for this study 
The main objective of the treatise is - To determine the attitudes and behaviours that 
influence loyalty cards and programmes in the South African grocery and retail sector and 
to make appropriate managerial recommendations to organisations within the grocery and 
retail sector. It is therefore critical that the study conform to tested statistical measures that 
produce valid and reliable outcomes. The literature review further identifies that 79 percent 
of South African consumers use loyalty programmes (Truth, 2017). Given the large 
population, a quantitative approach through the use of an electronic survey is the most 
economical way in relation to time and cost. A representative sample will be targeted for the 
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study and the sample size will allow for statistical meaning through the use of descriptive 
and inferential statistics. 
 
Chapter Two represents the secondary data collected and the primary data will be collected 
in the form of an electronic survey. The Nelson Mandela University Online Survey Platform 
– QuestionPro was used and a link was sent to respondents. First year MBA students at the 
Nelson Mandela University were tasked to survey people on loyalty programmes. Each 
student surveyed twenty people and generated 1090 respondents. 
 
3.4 UNIT OF ANALYSIS 
According to Babbie (2007), units of analysis are the units being observed in the study. The 
unit of analysis is linked to the research problem and research question and allows the 
researcher to determine if the sample is representative of the population. Thus, the unit of 
analysis determines the frame in which the study is conducted (Collis & Hussey, 2014). The 
unit of analysis for this study is South African consumers who belong to loyalty programmes 
in the grocery and retail sector. 
 
3.5 SAMPLING DESIGN 
Once the unit of analysis has been determined, the next appropriate step in the research is 
to identify the population targeted for the study. A sample observes only a portion of the 
target population and therefore the sample selected should be representative of the 
population (Cooper & Schindler, 2014; Collis & Hussey, 2014). A population is further 
defined as “any precisely defined body of people or objects under consideration for 
statistical purposes” (Collis & Hussey, 2014, p. 51). Observing an entire population is 
impractical and may result in excessive time and cost. Sampling saves time, allows 
manageable data to be collected and is cost effective (Saunders, et al., 2016). 
 
Non-probability sampling is a technique where sampling is not based on probability theory, 
but is selected based on convenience or judgment (Babbie, 2007). As the sample selected 
is based on subjective judgment, the likelihood of an individual being selected in a 
population is not known (Saunders, et al., 2016). Convenience sampling involves selecting 
respondents based on the accessibility and ease of completion. Snowball sampling involves 
making contact with an initial group of respondents and requesting the group to forward and 
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introduce the researcher to a larger set of respondents. Convenience and snowball 
sampling methods are generally easy and inexpensive to administer (Cooper & Schindler, 
2014; Saunders, et al., 2016; Bryman, 2016). 
 
Sampling design for this study 
South African consumers who are members of loyalty programmes within the grocery and 
retail sector represent the population for this study. First year MBA students at the Nelson 
Mandela University requested fellow students, colleagues, friends and family to complete 
the survey. This sample in turn forwarded the survey to other respondents. Thus, 
convenience and snowball sampling methods will be deployed. These non-probability 
sampling methods have further being selected when considering cost and time constraints 
for this treatise. 
 
3.6 QUESTIONNAIRE DEVELOPMENT 
Developing a quality questionnaire can arguably be the hardest part of the research as the 
researcher has to ensure the questionnaire collects data to answer the research question 
and achieve the study’s objectives. Special attention should be paid to the design of the 
questionnaire as it will affect the response rate, validity and reliability of the data collected 
(Saunders, et al., 2016). 
 
The first section collected demographic information and consisted of twelve items. 
Demographic information allows the researcher to describe the sample and allows the 
dependent variables to be compared among various demographic groups. Information such 
as age; race; gender; employment status; province; country; size of household; monthly 
household income; highest level of education; whether the respondent is responsible for 
day-to-day household purchases; whether the respondent is responsible for financial 
decisions and if the respondent belonged to a loyalty programme was collected. This 
section used closed-ended questions and multiple choice options where respondents 
selected their response. 
 
The second section of the questionnaire listed all loyalty programmes by sector. 
Respondents selected the loyalty programmes they belong to by means of a multiple choice 
selection. Section three of the questionnaire was operationalised from the literature review 
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and in consideration of other loyalty programme surveys conducted. Five-point Likert scaled 
questions were used with the scale “Strongly Agree” (5), “Agree” (4), “Neutral” (3), 
“Disagree” (2) and “Strongly Disagree” (1). Table 0.1 illustrates the operationalisation of the 
questionnaire and a copy of the questionnaire is attached as Annexure B: Questionnaire. 
 
Code Question statement Source 
Loyalty Programme  
Dependent variable 
A1 1. Loyalty cards/programmes are all the 
same 
(Truth, 2017) 
A2 2. I have loyalty cards/programmes that I 
don't use 
(So, et al., 2015; Truth, 
2017) 
A3 3. I save a lot of money by using loyalty 
cards and belonging to loyalty 
programmes 
(So, et al., 2015) 
A4 4. Other things are more important than 
discounts e.g. customer service, quality, 
etc. 
(Steyn, et al., 2010) 
A5 5. I would change where I shop for the sake 
of a loyalty card/programme 
(Sharp & Sharp, 1997; 
Melnyk & Bijmolt, 2015; 
Truth, 2017; Bruneau, et 
al.2018; Truth, 2017) 
A6 6. I used to use  loyalty cards/programmes 
but don't anymore 
Self-generated 
A7 7. Having loyalty cards and belonging to 
loyalty programmes is a waste of time 
(Truth, 2017) 
A8 8. I am a member of loyalty programmes 
and have loyalty cards but have no 
intention of using them 
(Bruneau, et al., 2018) 
A9 9. Loyalty programmes and cards deliver 
increased value 
(So, et al., 2015; Truth, 
2017) 
A10 10. Loyalty cards and programmes are too 
complicated 
(So, et al., 2015; Meyer-
Waarden,  2008; Truth, 
2017) 
A11 11. Loyalty cards and programmes are 
expensive with not enough return 
Self-generated 
A12 12. Loyalty cards and programmes have no 
benefit 
(So, et al., 2015) 
A13 13. It takes too long to earn points to get 
anything worthwhile from loyalty 
cards/programmes 
(Ma, et al., 2017; Truth, 
2017) 
Purchase Behaviour  
Independent variable 1 
PB1 1. My loyalty cards/programmes have 
converted me from a consumer to a 
customer 
(Gupta, et al., 2018; Truth, 
2017) 
PB2 2. I have seen substantial savings due to (So, et al., 2015; Truth, 
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the money I get off from loyalty cards and 
programmes 
2017) 
PB3 3. I buy products that I don't need because 
of the promotions surrounding them 
(So, et al., 2015; Truth, 
2017) 
PB4 4. I shop wherever gives me better 
discounts 
(So, et al., 2015; Truth, 
2017) 
PB5 5. I get better discounts from in store 
promotions than loyalty 
cards/programmes 
(So, et al., 2015; Truth, 
2017) 
PB6 6. I spend less in stores where I don't have 
a card or belong to a programme 
(So, et al., 2015; Truth, 
2017) 
PB7 7. My loyalty cards/programmes motivate 
me to spend more 
(So, et al., 2015; Truth, 
2017) 
PB8 8. I get better discounts/ value from loyalty 
cards and programmes than in store 
promotions 
(So, et al., 2015; Truth, 
2017) 
PB9 9. I would shop in any store that suits me 
regardless of whether they had a loyalty 
scheme 
(So, et al., 2015; Truth, 
2017) 
PB10 10. I buy products if there are extra points 
offered on them 
(So, et al., 2015; Truth, 
2017) 
PB11 11. I prefer to purchase from outlets that 
provide loyalty cards/programmes 
(So, et al., 2015; Truth, 
2017) 
Trust  
Independent variable 2 
T1 1. I feel that loyalty  cards/programmes 
monitor my every move 
(So, et al., 2015; Bianco-
justicia & Domingo-Ferrer, 
2016) 
T2 2. I am nervous about loyalty 
cards/programmes using my personal 
information 
(So, et al., 2015; Bianco-
justicia & Domingo-Ferrer, 
2016) 
T3 3. I get annoyed when loyalty 
cards/programmes contact me all the 
time 
Self-generated 
T4 4. I think loyalty cards/ programmes are 
worthwhile and I am willing to give my 
personal details for this 
(Kamran-Disfani, et al., 
2017; Truth, 2017) 
T5 5. Loyalty cards/programmes are truthful 
about what they do with the data I give 
them 
(Morgan, 1994; Kassim & 
Ismail, 2009) 
T6 6. Loyalty cards/programmes are set up to 
increase profit 
Self-generated 
T7 7. Loyalty cards/programmes donate to 
upliftment programmes as promised 
(He, et al., 2012) 
T8 8. Loyalty cards/programmes  know too 
much about my purchasing behaviour 
(So, et al., 2015; Bianco-
justicia & Domingo-Ferrer, 
2016) 
Communication  
Independent variable 3 
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C1 1. I gave permission for the loyalty 
cards/programme to contact me 
(So, et al., 2015; Bianco-
justicia & Domingo-Ferrer, 
2016; Truth, 2017) 
C2 2. I read all my e-mails relating to loyalty 
cards/programmes 
(Berezan, et al., 2017; 
Bruneau, et al., 2018; 
Truth, 2017) 
C3 3. They talk to me personally (Meyer-Waarden, 2008; 
Truth, 2017) 
C4 4. I feel overwhelmed and bombarded by 
communication from loyalty 
cards/programmes 
(Berezan, et al., 2017; 
Ndubisi & Wah, 2005; 
Truth, 2017) 
C5 5. The loyalty card/programmes' 
communication is relevant to me 
(Berezan, et al., 2017; 
Ndubisi & Wah, 2005; 
Truth, 2017) 
C6 6. Loyalty cards/programmes communicate 
through the medium I prefer 
(Berezan, et al., 2017; 
Ndubisi & Wah, 2005; 
Truth, 2017) 
C7 7. Loyalty card/programme call centres and 
interactive websites enhance my 
experience 
(Berezan, et al., 2017; 
Ndubisi & Wah, 2005; 
Bruneau, et al., 2018; 
Truth, 2017) 
C8 8. My loyalty cards/programmes listen to 
me 
(Berezan, et al., 2017; 
Truth, 2017) 
Personalisation 
Independent variable 4 
P1 1. My loyalty cards/programmes keep track 
of my life changes 
Self-generated 
P2 2. The rewards are relevant and make a 
difference in my life 
(Melnyk & Bijmolt, 2015; 
So, et al., 2015; Bruneau, 
et al., 2018; Truth, 2017) 
P3 3. I receive personalised discounts from my 
loyalty cards/programmes 
(Brashear-Alejandro, et al., 
2016; So, et al., 2015; 
Truth, 2017) 
P4 4. I receive personalised promotion 
offerings from my loyalty 
cards/programmes 
(Brashear-Alejandro, et al., 
2016; So, et al., 2015; 
Truth, 2017) 
P5 5. I receive personalised product 
recommendations from my loyalty 
cards/programmes 
(Brashear-Alejandro, et al., 
2016; So, et al., 2015; 
Truth, 2017) 
P6 6. I receive personalised service 
recommendations from my loyalty 
cards/programmes 
(Brashear-Alejandro, et al., 
2016; So, et al., 2015; 
Truth, 2017) 
Flexibility 
Independent variable 5 
F1 1. My loyalty programmes/cards have a one 
size fits all approach 
(Nielsen, 2016; Truth, 
2017) 
F2 2. Points or rewards are available 
regardless of whether I buy in store, on a 
website or mobile device 
Self-generated 
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F3 3. I can choose different types of rewards 
from my loyalty cards/programmes 
Self-generated 
F4 4. Loyalty points should not expire (Bazargan, et al., 2017) 
F5 5. I feel cheated when my points expire (Bazargan, et al., 2017; 
Ramaseshan & Ouschan, 
2017; He, et al., 2012) 
F6 6. The loyalty cards/programme should 
notify me before my points expire 
(Truth, 2017) 
Rewards 
Independent variable 6 
R1 1. Loyalty card/programme rewards make 
me feel good 
(He, et al., 2012; Liu & 
Mattila, 2016) 
R2 2. I prefer tangible rewards to cash (Omar, et al., 2013) 
R3 3. I like it that my loyalty cards/programmes 
partner with other brands 
Self-generated 
R4 4. I get points for referrals (Bruneau, et al., 2018; 
Truth, 2017) 
R5 5. Rewards should be in the form of 
discounts 
(Truth, 2017) 
R6 6. Rewards should be cash back or rebates (Truth, 2017) 
R7 7. Rewards should be free products (Truth, 2017) 
R8 8. Rewards should include free shipping (Truth, 2017) 
R9 9. Rewards should be in the form of points (Truth, 2017) 
R10 10. I should have exclusive access to sales 
and merchandise 
(Truth, 2017) 
R11 11. I should get priority service (Truth, 2017) 
R12 12. I am recognised as a valued customer (He, et al., 2012; Liu & 
Mattila, 2016) 
R13 13. Rewards should be personalised 
products or services 
(Brashear-Alejandro, et al., 
2016; So, et al., 2015) 
R14 14. I prefer a charitable donation as a 
reward  
Self-generated 
Method of Participation 
Independent Variable 7 
MP1 1. Membership cards should be 
scanned/swiped 
(Bruneau, et al., 2018) 
MP2 2. I prefer them to look up my account when 
I provide a phone number or other 
personal information 
Self-generated 
MP3 3. I prefer to use the retailer's mobile app (Truth, 2017) 
MP4 4. I prefer to use a third party app (Truth, 2017) 
MP5 5. I belong to too many loyalty 
card/programmes 
(Bruneau, et al., 2018) 
MP6 6. I have too many loyalty cards (Bruneau, et al., 2018) 
Table 0.1 Operationalisation of Questionnaire (Author’s own construction) 
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3.6.1 Data Analysis 
Data analysis techniques are dependent on whether the research follows a quantitative or 
qualitative approach (Collis & Hussey, 2014). Before deciding on the type of techniques to 
consider, the researcher has to consider the types of data being generated and the size 
and nature of the sample (Bryman, 2016; Saunders, et al., 2016). This treatise will collect 
quantitative data through an electronic survey. The results of the survey generated an excel 
spreadsheet and Dr. Danie Venter from the Nelson Mandela University undertook the 
statistical analysis. 
 
Analysis of quantitative data can range from simple tables showing frequency counts to 
complex statistical modelling demonstrating relationships between variables (Saunders, et 
al., 2016). Descriptive statistics aid in describing and comparing quantitative data. Statistics 
describing variables focus on central tendency and dispersion. Measure of central tendency 
describes the frequency of the value – mode; the middle value – median; and the average 
of all data values – mean. Measure of dispersion describes the difference in the middle fifty 
percent of the values – interquartile range and the variation to which the values differ from 
the mean – standard deviation (Saunders, et al., 2016). An exploratory study is often best 
described through visual and graphical representations such as frequency tables, pie charts 
and bar graphs (Cooper & Schindler, 2014). An exploratory factor analysis (EFA) allows the 
researcher to observe patterns revealed in the data. These patterns can suggest revisions 
to preliminary data generated (Cooper & Schindler, 2014). An EFA underscores the use of 
diagrams to guide the choice of data analysis techniques (Saunders, et al., 2016).   
 
Saunders, et al. (2016) denote that significance testing aims to test the probability of a 
relationship existing between variables and therefore a hypothesis is formulated by the 
researcher. It is noteworthy that hypothesis testing requires a large sample. Examples of 
tests include the following: 
• Independent or paired t-tests - tests whether two groups or categories are different; 
• ANOVA test - tests whether three or more groups or categories are different; 
• Pearson’s correlation coefficient - assesses the strength of relationships between 
variables; and 
• Multiple regression analysis - assesses the strength of a relationship between one 
dependent and two or more independent variables. 
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Data analysis for this study 
As the data for this study will collect quantitative data, statistical tools are used to present 
the data. The data collected will be analysed against the secondary data to test the 
conceptual model in Figure 0.3. Descriptive and inferential data analysis techniques are 
used to analyse the data. Descriptive statistics include frequency distributions of 
demographic information and the measurement items. In addition, measures of central 
tendency and dispersion are displayed for each factor. Results are further tested to 
determine statistical and practical significance. Statistical significance is determined by, 
Alpha = 0.05 and the p-value of less than 0.05 is used. Cohen’s D is used for practical 
significance in a One-sample T-test. The ranges are illustrated in Table 0.2below.  
 
Interpretation intervals for Cohen's d: 
<0.20 Not significant 
0.20 - 0.49 Small 
0.50 - 0.79 Medium 
0.80+ Large 
Table 0.2 Interpretation Intervals for Cohen's D (Gravetter, 2009:264) 
 
Pearson’s Product Moment Correlations analysis is conducted to determine the correlation 
between factors. The correlation coefficient is deemed statistically significant if the p-value 
is at 0.05 for n ranging from 740 to 656 for a correlation coefficient critical (rcrit or |r|) 
ranging from .702 to .077 and deemed practically significant if |r| >= .300 (Gravetter & 
Wallnau, 2009:534). Thus, for the sample size of 643, a result will be deemed both 
statistically and practically significant if |r| >= .300 (Gravetter & Wallnau, 2009:534).  
 
An exploratory factor analysis (EFA) was performed to determine how many factors exist 
among a set of variables. Three measurement tools help determine whether an item is 
significant, Eigenvalues > 1 deemed significant, scree plot and minimum factor loadings of 
0.300 at α = 0.05 is deemed significant for samples n > 350 (Hair, Black, Babin, Anderson & 
Tatham, 2006:128). A common rule for determining a factor is basing the number of factors 
with an eigenvalue of greater than 1.0. In addition, a factor loading denotes how strongly 
correlated the factor is with the measured variable (Zikmund, et al., 2013). The changes to 
the conceptual model will be made after analysing the data discussed in Chapter Four. 
43 
 
3.6.2 Reliability and Validity 
Reliability is concerned with the consistency of findings the collection of data yields and 
whether the measurements will generate similar observations given the same 
circumstances (Saunders, et al., 2016). A Cronbach’s Alpha test is considered a widely 
used tool for measuring reliability. Table 0.3 provides the guideline for interpreting a 
Cronbach’s Alpha score. 
 
Cronbach’s Alpha 
score 
Interpretation 
>0.80 Very good reliability 
0.70 - 0.80 Good reliability 
0.60 – 0.70 Fair reliability 
<0.60 Poor reliability 
Table 0.3 Guideline for the interpretation of Cronbach’s Alpha score. Adapted from (Zikmund, et al., 
2013; Nunnally, 1978) 
 
While reliability is an essential contributor to validity, it is not a sufficient condition to prove 
validity. Reliability refers to the extent to which the measurement is free of errors (Cooper & 
Schindler, 2014). Threats to reliability in a study are participant error, participant bias, 
observer error and observer bias. Participant error refers to the environment or 
circumstances that may influence a respondent’s response. Participant bias can be 
experienced when respondents may fear anonymity and feel pressured to respond in a 
certain way. In addition, observer error refers to the method in which responses are 
observed and therefore detailed structure is recommended. Finally, observer bias refers to 
the manner in which responses are interpreted (Saunders, et al., 2016). 
 
Validity refers to whether the instrument measures what it purports to measure (Saunders, 
et al., 2016; Cooper & Schindler, 2014). When assessing validity, the following should be 
considered: 
• Face or Content validity - the extent to which the measurement instrument provides 
adequate handling of the study being conducted and the extent to which the items 
covers the universe of all relevant items. The measures used should cover all 
meanings of the concept (Cooper & Schindler, 2014; Saunders, et al., 2016; Babbie, 
2007); 
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• Criterion-related or predictive validity - the ability of the measurement instrument or 
external criterion to predict meanings and adequately encompass all relevant 
aspects (Cooper & Schindler, 2014; Saunders, et al., 2016; Babbie, 2007) ; and 
• Construct validity – the extent to which the measurement instrument measures the 
constructs intended to measure and how well the testing represents these measures 
(Cooper & Schindler, 2014; Saunders, et al., 2016). According to Babbie (2007), 
construct validity is concerned with logical conclusions and relationships among 
variables. 
 
3.7 ETHICAL REQUIREMENTS 
The topic of research will govern the ethical considerations and the research should be 
designed in a way that it prevents material prejudice, humiliation or harm to those involved 
in the research. The research design and methodology should be executed in a way that is 
methodologically and sound and morally just (Saunders, et al., 2016; Cooper & Schindler, 
2014). 
 
The following ethical guidelines should be considered (Cooper & Schindler, 2014; 
Saunders, et al., 2016): 
• Respecting the privacy of all potential and actual participants; 
• Ensuring consent to participate and avoiding deception; 
• Maintaining the confidentiality of data and the anonymity of participants; and 
• Preserving the dignity of participants. 
NMU has pre-defined criteria for ethical clearance. A signed Ethical Clearance Form E has 
been deemed sufficient to fulfil the requirement for ethical clearance. The signed Form E is 
attached in Annexure A. 
 
3.8 SUMMARY  
The main purpose of Chapter Three was to address RQ4: How can tested research 
methodologies be provided to understand and reproduce future research studies? Through 
achievement of the research objective RO4: Justify and explain the selected research 
methodology selected for this treatise with sufficient detail for future studies. This chapter 
defined research and described the research design process as depicted as an onion in 
Figure 0.2, which deemed it critical to discuss the research approach and philosophies, time 
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horizons and data collection method. This study follows a positivistic research philosophy 
and approach within a cross-sectional timeframe and the data collection method is 
identified as an electronic survey. 
 
In addition, the unit of analysis was identified as South African consumers who belong to 
loyalty programmes in the grocery and retail sector. A convenience and snowball sampling 
method has been identified as the most suitable in relation to cost and time. The 
questionnaire used for the study was operationalised through a review of literature in 
Chapter Two as depicted in Table 0.1. Suitable data analysis methods for this quantitative 
study were discussed and the considerations to ensure valid and reliable research. Finally, 
the ethical requirements and considerations were discussed. The next chapter will analyse 
the data, present and discuss findings. 
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CHAPTER 4: RESULTS AND ANALYSIS 
4.1 INTRODUCTION 
Chapter Three identified and discussed the research methodology and approach that this 
study followed. As such, RQ4: How can tested research methodologies be provided to 
understand and reproduce future research studies? corresponding to RO4: Justify and 
explain the selected research methodology selected for this treatise with sufficient detail for 
future studies was addressed. In addition, Chapter Three introduced various statistical tests 
and parameters that will be used in this chapter. 
 
Chapter Four addresses RQ5: What are the relationships between the independent and 
dependant variables of loyalty programmes in the South African grocery retail sector? which 
corresponds to RO5: To determine which factors have a greater influence on the 
effectiveness of loyalty programmes in the South African grocery and retail sector. This 
Chapter will discuss various sections of the questionnaire including demographics, 
analyses and measurement items. An Exploratory factor analysis (EFA) is conducted to 
reduce the number of factors and produce Cronbach’s Alpha analysis. Descriptive and 
inferential statistics are presented testing relationships between the factors. The chapter 
ends with ANOVA results testing the relationships between the factors and selected 
demographics. The Chapter outline is illustrated in Figure 0.1. 
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Figure 0.1 Chapter Four Outline (Author’s Own Construction) 
 
4.2 STATISTICAL PROCESS 
The conceptual model identified in Figure 0.3 identified a dependent, intermediate and 
independent variables. The questionnaire was operationalised in Table 0.1 by conducting a 
literature review of customer loyalty within the grocery and retail sector. Upon analysis of 
the data collected, the NMU consulting statistician, Dr Danie Venter, relying on his 
experience with the service quality model, proposed a new structure for the study. The 
initial statistical analysis conducted on evaluating the proposed conceptual model, provided 
unreliable results. The NMU statistician recommended the re-assignment of items to 
attitudinal and behavioural related factors for further analysis. This improved the face 
validity of the research instrument. The statistician determined that a dependent variable 
could not be established and that all the items were factors. Thus, a new factor layout was 
been developed below in Figure 0.2, which will add meaning to the analysis of the study.  
Chapter 1: Introduction and Problem Statement
Chapter 2: Literature Review
Chapter 3: Research Design and Methodology
• 4.1 Introduction
• 4.2 Statistical Process
• 4.3 Demographic profile of the respondents
• 4.4 Loyalty Programme Items
• 4.5 Measurement Items
• 4.6 Item Analysis
• 4.7 Exploratory Factor Analysis
• 4.8 Reliability
• 4.9 Descriptive Statistics for the Factors
• 4.10 One Sample t-Tests
• 4.11  Relationships between selected factors and demographics
• 4.12 Summary
Chapter 4: Results and Analysis
Chapter 5: Findings, Conclusion and Recommendations 
48 
 
 
CODE ITEM  FACTOR CODE  ITEM 
A.C.01 I read all my e-mails relating 
to loyalty cards/programmes 
 
 
 
COMMUNICATION 
B.C.01 I gave permission for the 
loyalty cards/programme to 
contact me 
A.C.02 I feel overwhelmed and 
bombarded by 
communication from loyalty 
cards/programmes* 
B.C.02 They talk to me personally 
A.C.03 The loyalty 
card/programmes' 
communication is relevant to 
me 
B.C.03 Loyalty card/programme call 
centres and interactive 
websites enhance my 
experience 
A.C.04 Loyalty cards/programmes 
communicate through the 
medium I prefer 
B.C.04 My loyalty cards/programmes 
listen to me 
          
A.F.01 Loyalty points should not 
expire 
  
FLEXIBILITY 
B.F.02 Points or rewards are 
available regardless of 
whether I buy in store, on a 
website or mobile device 
A.F.02 The loyalty cards/programme 
should notify me before my 
points expire 
B.F.03 I can choose different types 
of rewards from my loyalty 
cards/programmes 
          
A.G.01 Loyalty cards/programmes 
are all the same* 
  
  
 
 
 
 
 
  
  
  
GENERAL 
ASSESSMENT 
B.G.02 I save a lot of money by 
using loyalty cards and 
belonging to loyalty 
programmes 
A.G.03 I would change where I shop 
for the sake of a loyalty 
card/programme 
B.G.03 I am a member of loyalty 
programmes and have 
loyalty cards but have no 
intention of using * 
A.G.04 I used to use  loyalty 
cards/programmes but don't 
anymore* 
B.G.04 I have seen substantial 
savings due to the money I 
get off from loyalty cards and 
programmes 
A.G.05 Having loyalty cards and 
belonging to loyalty 
programmes is a waste of 
time* 
B.G.05 I get better discounts/ value 
from loyalty cards and 
programmes than in store 
promotions 
A.G.06 Loyalty programmes and 
cards deliver increased value 
    
A.G.07 Loyalty cards and 
programmes are too 
complicated* 
    
A.G.08 Loyalty cards and 
programmes are expensive 
with not enough return* 
    
A.G.09 Loyalty cards and     
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programmes have no 
benefit* 
A.G.10 It takes too long to earn 
points to get anything 
worthwhile from loyalty 
cards/programmes* 
    
          
      
  
  
  
PERSONALISATION 
  
  
B.P.01 My loyalty cards/programmes 
keep track of my life changes 
    B.P.02 The rewards are relevant and 
make a difference in my life 
    B.P.03 I receive personalised 
discounts from my loyalty 
cards/programmes 
    B.P.04 I receive personalised 
promotion offerings from my 
loyalty cards/programmes 
    B.P.05 I receive personalised 
product recommendations 
from my loyalty 
cards/programmes 
    B.P.06 I receive personalised 
service recommendations 
from my loyalty 
cards/programmes 
          
      
  
  
  
  
  
PURCHASING 
BEHAVIOUR 
B.PB.0
1 
My loyalty cards/programmes 
have converted me from a 
consumer to a customer 
    B.PB.0
2 
I buy products that I don't 
need because of the 
promotions surrounding them 
    B.PB.0
5 
I spend less in stores where I 
don't have a card or belong 
to a programme 
    B.PB.0
6 
My loyalty cards/programmes 
motivate me to spend more 
    B.PB.0
7 
I would shop in any store that 
suits me regardless of 
whether they had a loyalty 
scheme* 
    B.PB.0
8 
I buy products if there are 
extra points offered on them 
    B.PB.0
9 
I prefer to purchase from 
outlets that provide loyalty 
cards/programmes 
          
A.R.01 I prefer tangible rewards to 
cash* 
  
 
REWARDS 
  
  
  
  
  
  
B.R.01 Loyalty card/programme 
rewards make me feel good 
A.R.02 Rewards should be in the 
form of discounts* 
B.R.02 I like it that my loyalty 
cards/programmes partner 
with other brands 
A.R.03 Rewards should be cash 
back or rebates 
B.R.04 I am recognised as a valued 
customer 
A.R.04 Rewards should be free 
products 
    
A.R.05 Rewards should include free 
shipping 
    
A.R.06 Rewards should be in the     
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form of points*   
  A.R.07 I should have exclusive 
access to sales and 
merchandise* 
    
A.R.08 I should get priority service*     
A.R.09 Rewards should be 
personalised products or 
services* 
    
A.R.10 I prefer a charitable donation 
as a reward* 
    
          
A.T.01 I feel that 
loyalty  cards/programmes 
monitor my every move* 
  
  
  
  
  
TRUST 
B.T.01 Loyalty cards/programmes 
are truthful about what they 
do with the data I give them 
A.T.02 I am nervous about loyalty 
cards/programmes using my 
personal information* 
B.T.02 Loyalty 
cards/programmes  know too 
much about my purchasing 
behaviour* 
A.T.03 I get annoyed when loyalty 
cards/programmes contact 
me all the time* 
    
A.T.04 I think loyalty cards/ 
programmes are worthwhile 
and I am willing to give my 
personal details for this 
    
A.T.05 Loyalty cards/programmes 
are set up to increase profit* 
    
          
Figure 0.2 Revised Factor layout 
Items marked with * in Figure 0.2 represent reversed items. 
 
4.2.1 DEMOGRAPHIC PROFILE OF THE RESPONDENTS  
4.2.1.1 Geographic Information 
Table 0.1 illustrates that 346 of respondents who completed the questionnaire reside in the 
Eastern Cape, while 146 reside in Gauteng province. The remaining provinces Border, Free 
State, Kwazulu Natal, Limpopo, Northern Cape and North West Province made up 146 of 
the respondents.  
 
In which Province do you live Frequency Percentage 
Border 12 2% 
Eastern Cape 346 54% 
Free State 8 1% 
Gauteng 146 23% 
Kwazulu Natal 42 7% 
Limpopo 2 0% 
Northern Cape 2 0% 
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North West Province 4 1% 
Mpumalanga 2 0% 
Western Cape 75 12% 
Total 639 100% 
Table 0.1 Geographic Information of Respondents 
 
4.2.1.2 Demographic Characteristics 
The majority of respondents i.e. 387 were female (60%) versus 256 males (40%) as 
depicted in Figure 0.3. 
 
Figure 0.3 Frequency distribution: Gender (n=643) 
In addition, Table 0.2 illustrates that 523 i.e. 76% of the respondents were under the age of 
45 years and 120 i.e. 24% were older than 46 years. The race representation of 
respondents was Black 262 i.e. (41%), White 198 i.e. (31%), Coloured 135 i.e. (21%), Asian 
36 i.e. (6%) and other 12 i.e. (2%). Majority of the respondents 573 i.e. (89%) were 
employed. Finally, most respondents 395 i.e. (61%) held a Degree qualification or higher. 
 
Age of Respondents Frequency Percentage 
26-25 38 6% 
26-35 301 47% 
36-45 184 29% 
46-55 86 13% 
56-65 27 4% 
65+ 7 1% 
Total 643 100% 
Race of Respondents Frequency Percentage 
Asian 36 6% 
Black 262 41% 
Coloured 135 21% 
60%
40%
Female (n=387)
Male (n=256)
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White 198 31% 
Other 12 2% 
Total 643 100% 
Employment Status of Respondents Frequency Percentage 
Employed 573 89% 
Unemployed 12 2% 
Self Employed 39 6% 
Full time student 11 2% 
Retired 8 1% 
Total 643 100% 
Highest Level of Education of Respondents Frequency Percentage 
Primary school complete 2 0% 
Some high school 9 1% 
Matric 75 12% 
Diploma 145 23% 
Degree 309 48% 
Master’s Degree 80 12% 
PHD 6 1% 
Other post matric 17 3% 
Total 643 100% 
Table 0.2 Demographic characteristics of respondents 
 
4.2.1.3 Household Information 
Table 0.3 describes the household size of the respondents. 430 people or Sixty eight 
percent of the respondents had a household size of two to four people, followed by 
individual household’s sizes of 86 people i.e. 13% and 127 people i.e. 20% with household 
sizes of more than five. Most of the respondents 404 i.e. (63%) earned a household income 
of less than R 50 000. In addition, the majority of respondents 616 people are wholly or 
partly responsible for day-to-day household purchases (96%). Most of the respondents are 
responsible for day-to-day financial decisions (86%).  
 
Household Size Frequency Percentage 
One 86 13% 
Two 164 26% 
Three 121 19% 
Four 145 23% 
Five 89 14% 
Six+ 38 6% 
Total  643 100% 
Monthly Household Income Frequency Percentage 
<R10 000 26 4% 
<R30 000 213 33% 
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<R50 000 191 30% 
<R70 000 97 15% 
<R90 000 67 10% 
R90 000 + 49 8% 
Total 643 100% 
Respondents responsibility for day-to-day household 
purchases 
Frequency Percentage 
Wholly/mainly 316 49% 
Partly 302 47% 
Not at all responsible 25 4% 
Total 643 100% 
Respondents responsibility for day-to-day financial 
decisions 
Frequency Percentage 
Wholly responsible for the decisions 229 36% 
Others and I share the decision equally 324 50% 
I get opinions from others but I make the decision 56 9% 
I give my opinion but the decision is made by others 30 5% 
The decision is made solely by others 4 1% 
Total 643 100% 
Table 0.3 Household information of respondents 
 
4.3 LOYALTY PROGRAMME ITEMS 
This section aimed to understand the respondent’s participation in grocery and retail loyalty 
programmes. A total sample of 1090 respondents participated in the study of which 81% 
respondents own a loyalty card or participates in a loyalty programme as depicted in Figure 
0.4. 
 
Figure 0.4 Participation in loyalty programmes (n=1090) 
n=880, 81%
n=210, 19%
Yes (n=880)
No (210)
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Of the 1090 respondents, 643 (59%) of the respondents own a loyalty card or participate in 
a loyalty programme within the grocery and retail sector as depicted in Figure 0.5 
 
Figure 0.5 Participation in general loyalty programmes (n=1090) 
 
Figure 0.5 depicts the number of loyalty programmes respondents belong to. Sixty percent 
of respondents belong to two or more loyalty programmes and Figure 0.6 illustrates that the 
majority of the respondents (88%) participating in grocery and retail sector loyalty 
programmes participate in at least two or more programmes. 
 
Figure 0.6 Number of grocery and retail sector loyalty programmes respondents participate in 
(n=643) 
Most of the respondents participate in Pick n Pay Smart Shopper loyalty programme (87%), 
followed by W Rewards (60%), Edcon Thank You (57%), My Spar Rewards Club (56%) and 
My School/My Village/My Planet (47%), which is illustrated in Figure 0.7. 
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Figure 0.7 Type of grocery and retail sector loyalty programmes respondents participate in (n=643) 
Respondents participating in grocery and retail loyalty programmes best describe their 
affiliation to the loyalty programme as illustrated in Table 0.4. Thirty nine percent of 
respondents’ shopping patterns in relation to their loyalty programme are best ascribed to 
convenience, followed by 28% of respondents who are loyal due to the rewards derived 
from the loyalty programme. 
Respondents best description of grocery and retail 
loyalty programmes 
Frequency Percentage 
My connection to brands goes beyond special offers 162 25% 
Brands reflect my personal identity 56 9% 
I shop where I shop because it’s too much trouble to go 
anywhere else 
248 39% 
I am loyal because loyalty cards/programmes reward me 
to be loyal 
177 28% 
Total 643 100% 
Table 0.4 Respondent’s description of grocery and retail loyalty programmes (n=643) 
 
4.4 MEASUREMENT ITEMS 
This section illustrates the frequency distributions for all the factors. Items marked with * at 
the end of the name have been reversed. 
 
4.4.1 Loyalty Programmes 
Table 0.5 depicts the frequency distributions for the loyalty cards/programmes factor. 
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Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Loyalty cards/programmes 
are all the same* 
25  
(4%) 
174 
(27%) 
150 
(23%) 
229  
(36%) 
65 
(10%) 
I have loyalty 
cards/programmes that I 
don't use* 
95  
(15%) 
305 
(47%) 
61 
(9%) 
131  
(20%) 
51 
(8%) 
I save a lot of money by 
using loyalty cards and 
belonging to loyalty 
programmes 
36 
(6%) 
128 
(20%) 
205 
(32%) 
227  
(35%) 
47 
(7%) 
Other things are more 
important than discounts 
e.g. customer service, 
quality, etc.* 
175    
(27%) 
307     
(48%) 
95        
(15%) 
45          
(7%) 
21        
(3%) 
I would change where I 
shop for the sake of a 
loyalty card/programme 
97  
(15%) 
254 
(40%) 
122 
(19%) 
145  
(23%) 
25  
(4%) 
I used to use  loyalty 
cards/programmes but 
don't anymore* 
9 
(1%) 
51 
(8%) 
141  
(22%) 
312  
(49%) 
130 
(20%) 
Having loyalty cards and 
belonging to loyalty 
programmes is a waste of 
time* 
15 
(2%) 
57  
(9%) 
156 
(24%) 
283  
(44%) 
132 
(21%) 
I am a member of loyalty 
programmes and have 
loyalty cards but have no 
intention of using * 
9  
(1%) 
57 
(9%) 
97 
(15%) 
338  
(53%) 
142  
(22%) 
Loyalty programmes and 
cards deliver increased 
value 
18  
(3%) 
98  
(15%) 
207  
(32%) 
283  
(44%) 
37  
(6%) 
Loyalty cards and 
programmes are too 
complicated* 
21  
(3%) 
89  
(14%) 
120 
(19%) 
331  
(51%) 
82 
(13%) 
Loyalty cards and 
programmes are expensive 
with not enough return* 
18  
(3%) 
100  
(16%) 
160  
(25%) 
287  
(45%) 
78  
(12%) 
Loyalty cards and 
programmes have no 
benefit* 
5 
(1%) 
42  
(7%) 
102 
(16%) 
366  
(57%) 
128 
(20%) 
It takes too long to earn 
points to get anything 
worthwhile from loyalty 
cards/programmes* 
117  
(18%) 
217  
(34%) 
120  
(19%) 
147  
(23%) 
42 
(7%) 
Table 0.5 Frequency Distributions: Loyalty Cards/Programmes Items (n = 740) 
The results in Table 0.5 show that 55% (n=351) of respondents will not change where they 
shop for the sake of the loyalty programme. Sixty five percent (n=415) of respondents felt 
that belonging to a loyalty programme was a waste of time. In addition, 64% (n=413) of 
respondents felt loyalty programmes were too complicated and finally, 87% (n=494) of 
respondents felt that loyalty programmes had no benefit.  
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4.4.2 Purchasing Behaviour 
The frequency distributions for the purchasing behaviour factor are illustrated in Table 0.6. 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
My loyalty 
cards/programmes have 
converted me from a 
consumer to a customer 
32 
(4%) 
218 
(29%) 
252 
(34%) 
205  
(28%) 
33 
(4%) 
I have seen substantial 
savings due to the 
money I get off from 
loyalty cards and 
programmes 
32 
(4%) 
216 
(29%) 
2 
(24%) 
266  
(36%) 
49  
(7%) 
I buy products that I 
don't need because of 
the promotions 
surrounding them 
154 
(21%) 
375 
(51%) 
89  
(12%) 
110  
(15%) 
12 
(2%) 
I shop wherever gives 
me better discounts* 
112 
(15%) 
332  
(45%) 
137 
(19%) 
134  
(18%) 
25 
(3%) 
I get better discounts 
from in store promotions 
than loyalty 
cards/programmes* 
66  
(9%) 
265 
(36%) 
277  
(37%) 
114  
(15%) 
18  
(2%) 
I spend less in stores 
where I don't have a card 
or belong to a 
programme 
48  
(6%) 
271  
(37%) 
194 
(26%) 
190  
(26%) 
37 
(5%) 
My loyalty 
cards/programmes 
motivate me to spend 
more 
114  
(15%) 
374  
(51%) 
116  
(16%) 
112  
(15%) 
24  
(3%) 
I get better discounts/ 
value from loyalty cards 
and programmes than in 
store promotions 
54  
(7%) 
267  
(36%) 
258 
(35%) 
137 
(19%) 
24 
(3%) 
I would shop in any 
store that suits me 
regardless of whether 
they had a loyalty 
scheme* 
164 
(22%) 
414  
(56%) 
93  
(13%) 
53  
(7%) 
16 
(2%) 
I buy products if there 
are extra points offered 
on them 
74  
(10%) 
313  
(42%) 
171  
(23%) 
158  
(21%) 
24 
(3%) 
I prefer to purchase from 
outlets that provide 
loyalty 
cards/programmes 
70  
(9%) 
249  
(34%) 
197  
(27%) 
190  
(26%) 
34 
(5%) 
Table 0.6 Frequency Distributions: Purchase Behaviour Items (n = 643) 
Table 0.6 indicates that 60% (n=444) of respondents shopping behaviour are changed by 
favourable discounts. In addition, 66% (n= 488) of respondents felt that their loyalty 
programmes do not motivate them to spend more. Finally, 31% (n=224) of respondents 
preferred to shop from outlets that provide loyalty programmes. 
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4.4.3 Trust 
Table 0.7 illustrates the frequency distributions for the trust factor. 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
I feel that 
loyalty  cards/programmes 
monitor my every move* 
50  
(8%) 
141 
(22%) 
130 
(20%) 
279 
(43%) 
43 
(7%) 
I am nervous about loyalty 
cards/programmes using my 
personal information* 
63  
(10%) 
149 
(24%) 
126 
(20%) 
261  
(41%) 
44 
(7%) 
I get annoyed when loyalty 
cards/programmes contact 
me all the time* 
171 
(27%) 
240 
(37%) 
119  
(19%) 
96 
(15%) 
17 
(3%) 
I think loyalty cards/ 
programmes are worthwhile 
and I am willing to give my 
personal details for this 
44 
(7%) 
155  
(24%) 
248 
(39%) 
174 
(27%) 
21 
(3%) 
Loyalty cards/programmes 
are truthful about what they 
do with the data I give them 
70 
(11%) 
165  
(26%) 
292 
(45%) 
104  
(16%) 
12  
(2%) 
Loyalty cards/programmes 
are set up to increase profit* 
127  
(20%) 
303  
(47%) 
158 
(25%) 
50  
(8%) 
5 
(1%) 
Loyalty cards/programmes 
donate to upliftment 
programmes as promised 
15  
(2%) 
72  
(11%) 
406 
(63%) 
137 
(21%) 
13 
(2%) 
Loyalty 
cards/programmes  know too 
much about my purchasing 
behaviour* 
71  
(11%) 
204  
(32%) 
236 
(37%) 
122  
(19%) 
10 
(2%) 
Table 0.7 Frequency Distributions: Trust Items (n = 643) 
 
Sixty four percent (n=411) of respondents were not annoyed by loyalty programme contact, 
while 67% (n=430) of respondents felt that loyalty programmes were not setup as a means 
to increase profit. Finally, 63% (n=406) of respondents indicated a neutral response when 
asked if loyalty programmes donated to upliftment programmes as promised.  
 
4.4.4 Communication 
The frequency distributions of the communication factors are depicted in Table 0.8. 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
I gave permission for the 
loyalty cards/programme 
to contact me 
67  
(10%) 
215 
(33%) 
89 
(14%) 
250 
(39%) 
22 
(3%) 
I read all my e-mails 
relating to loyalty 
cards/programmes 
134  
(21%) 
253 
(39%) 
111 
(17%) 
129  
(20%) 
16  
(2%) 
They talk to me 
personally 
116 
(18%) 
300 
(47%) 
148  
(23%) 
69  
(11%) 
10 
(2%) 
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I feel overwhelmed and 
bombarded by 
communication from 
loyalty 
cards/programmes* 
80 
(12%) 
174  
(27%) 
186 
(29%) 
179  
(29%) 
24 
(4%) 
The loyalty 
card/programmes' 
communication is 
relevant to me 
51 
(8%) 
163  
(25%) 
262  
(41%) 
153  
(24%) 
14  
(2%) 
Loyalty 
cards/programmes 
communicate through 
the medium I prefer 
26  
(4%) 
69  
(11%) 
141 
(22%) 
375  
(58%) 
32 
(5%) 
Loyalty card/programme 
call centres and 
interactive websites 
enhance my experience 
77  
(12%) 
196  
(30%) 
221  
(34%) 
137  
(21%) 
12  
(2%) 
My loyalty 
cards/programmes listen 
to me 
70  
(11%) 
167  
(26%) 
317 
(49%) 
79  
(12%) 
10 
(2%) 
Table 0.8 Frequency Distributions: Communication Items (n = 643) 
 
Sixty percent (n=387) of respondents do not read their mails received from loyalty 
programmes. In addition, 26% (n=167)) of respondents felt that loyalty programmes do not 
provide personalised communication. Finally, 63% (n=407) of respondents indicated loyalty 
programmes communicate in the medium they prefer. 
 
4.4.5 Personalisation 
Table 0.9 illustrates the frequency distributions of the personalisation factor. 
 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
My loyalty 
cards/programmes 
keep track of my life 
changes 
28  
(4%) 
239 
(37%) 
237 
(37%) 
120 
(19%) 
19 
(3%) 
The rewards are 
relevant and make a 
difference in my life 
33  
(5%) 
135 
(21%) 
218 
(34%) 
232  
(36%) 
25  
(4%) 
I receive personalised 
discounts from my 
loyalty 
cards/programmes 
39  
(6%) 
193 
(30%) 
129 
(20%) 
263  
(41%) 
19  
(3%) 
I receive personalised 
promotion offerings 
from my loyalty 
cards/programmes 
45  
(7%) 
203 
(32%) 
123 
(19%) 
252  
(39%) 
20  
(3%) 
I receive personalised 
product 
recommendations from 
my loyalty 
39  
(6%) 
215 
(33%) 
143 
(22%) 
228  
(35%) 
18  
(3%) 
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cards/programmes 
I receive personalised 
service 
recommendations from 
my loyalty 
cards/programmes 
47 
(7%) 
229 
(36%) 
169 
(26%) 
183  
(28%) 
15  
(2%) 
Table 0.9 Frequency Distributions: Personalisation Items (n = 643) 
 
Forty one percent (n=267) of respondents denoted that loyalty programmes do not keep 
track of their life changes and 40% (n=257) of respondents felt that the rewards are relevant 
and make a difference in their life. Finally, 43% (n=276) of respondents indicated that they 
do not receive personalised service recommendations from their loyalty programmes. 
 
4.4.6 Flexibility 
The frequency distributions of the flexibility factor are illustrated in Table 0.10. 
 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
My loyalty 
programmes/cards 
have a one size fits all 
approach* 
45  
(7%) 
239 
(37%) 
211 
(33%) 
122 
(19%) 
26 
(4%) 
Points or rewards are 
available regardless of 
whether I buy in store, 
on a website or mobile 
device 
34  
(5%) 
112 
(17%) 
225 
(35%) 
242  
(38%) 
30  
(5%) 
I can choose different 
types of rewards from 
my loyalty 
cards/programmes 
47  
(7%) 
211 
(33%) 
180 
(28%) 
184  
(29%) 
21  
(3%) 
Loyalty points should 
not expire 
5 
(1%) 
16 
(2%) 
36 
(6%) 
229 
(36%) 
358  
(56%) 
I feel cheated when 
my points expire 
5 
(1%) 
20 
(3%) 
53 
(8%) 
209 
(33%) 
359  
(56%) 
The loyalty 
cards/programmes 
should notify me 
before my points 
expire 
2  
(0%) 
5 
(1%) 
41 
(6%) 
217 
(34%) 
378 
(59%) 
Table 0.10 Frequency Distributions: Flexibility Items (n = 643) 
 
44% (n=284) of respondents feel that loyalty programmes have a “one size fits all 
approach”. In addition, 92% (n=587) of respondents felt that loyalty points should not 
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expire, while 89% (n=568) of respondents felt cheated when points expire. Finally, 
93%(n=595) of respondents felt they should be notified when points expire. 
 
4.4.7 Rewards 
Table 0.11 depicts the frequency distributions of the rewards factor. 
 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Loyalty card/programme 
rewards make me feel 
good 
11 
(2%) 
62 
(10%) 
199 
(31%) 
291 
(45%) 
80 
(12%) 
I prefer tangible rewards to 
cash* 
59 
(9%) 
170 
(26%) 
202 
(31%) 
172  
(27%) 
40  
(6%) 
I like it that my loyalty 
cards/programmes partner 
with other brands 
3  
(0%) 
21 
(3%) 
128 
(20%) 
369  
(57%) 
122  
(19%) 
I get points for referrals 82  
(13%) 
233 
(36%) 
231 
(36%) 
83  
(13%) 
14  
(2%) 
Rewards should be in the 
form of discounts* 
72  
(11%) 
290 
(45%) 
175 
(27%) 
80 
(12%) 
26  
(4%) 
Rewards should be cash 
back or rebates 
8 
(1%) 
30 
(5%) 
105 
(16%) 
331  
(51%) 
169 
(26%) 
Rewards should be free 
products 
25 
(4%) 
91 
(14%) 
168 
(26%) 
270  
(42%) 
89  
(14%) 
Rewards should include 
free shipping 
11 
(1%) 
36 
(6%) 
121 
(19%) 
331  
(51%) 
144 
(22%) 
Rewards should be in the 
form of points* 
46 
(7%) 
179 
(28%) 
254 
(40%) 
126  
(20%) 
38  
(6%) 
I should have exclusive 
access to sales and 
merchandise* 
89 
(14%) 
262 
(41%) 
214 
(33%) 
64  
(10%) 
14  
(2%) 
I should get priority 
service* 
83 
(13%) 
267 
(42%) 
211 
(33%) 
69  
(11%) 
13  
(2%) 
I am recognised as a 
valued customer 
18 
(3%) 
109 
(17%) 
223 
(35%) 
231  
(36%) 
62  
(10%) 
Rewards should be 
personalised products or 
services* 
76 
(12%) 
305 
(47%) 
212 
(33%) 
43 
(7%) 
7  
(1%) 
I prefer a charitable 
donation as a reward* 
24        
(4%) 
110 
(17%) 
304 
(47%) 
166  
(26%) 
39  
(6%) 
Table 0.11 Frequency Distributions: Rewards Items (n = 643) 
 
Fifty seven percent (n=371) of respondents felt that loyalty programmes make them feel 
good. 76% (n=491) of respondents would prefer loyalty programmes to partner with other 
brands. In addition, 49% (n=315) of respondents indicated that they do not get points for 
referrals. Discounts (16%; n=106), cash back (77%; n=500), free products (56%; n=359), 
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free shipping (5%;  n=478 ) were rewards which had the highest preference. Finally, 69% of 
respondents indicated rewards should be personalised products and services. 
 
4.4.8 Method of Participation 
The frequency distributions of the method of participation factor are illustrated in Table 0.12.  
 
Statement Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Membership cards 
should be 
scanned/swiped 
13 
(2%) 
43 
(7%) 
109 
(17%) 
386 
(60%) 
92 
(14%) 
I prefer them to look up 
my account when I 
provide a phone number 
or other personal 
information 
43  
(7%) 
139 
(22%) 
150 
(23%) 
222  
(35%) 
89  
(14%) 
I prefer to use the 
retailer's mobile app 
29  
(5%) 
138 
(21%) 
220 
(34%) 
202  
(31%) 
54  
(8%) 
I prefer to use a third 
party app 
82 
(13%) 
271 
(42%) 
235 
(37%) 
42  
(7%) 
13 
(2%) 
I belong to too many 
loyalty 
card/programmes* 
60  
(9%) 
184 
(29%) 
144 
(22%) 
221  
(34%) 
34  
(6%) 
I have too many loyalty 
cards* 
65       
(10%) 
171 
(27%) 
131 
(20%) 
237 
(36%) 
39 
(6%) 
Table 0.12 Frequency Distributions: Method of Participation Items (n = 643) 
 
Seventy four percent (n=478) of respondents prefer membership cards to be scanned or 
swiped. In addition, 49% (n=311) of respondents indicated a preference to retailer being 
able to look up there account by providing personal information. Finally, 39% (n=256) of 
respondents prefer to use the retailer’s mobile app and 55% (n=353) of respondents do not 
prefer to use a third party application. 
 
4.5 EXPLORATORY FACTOR ANALYSIS 
In Section 3.6.1, various tools was discussed that would explore the relationships among 
factors and determine construct validity. The three measurement tools used in this study 
were Eigenvalues, Scree Plot and factor loading. According to Hair, et al. (2006), the 
number of factors per construct is determined by using Eigenvalues greater than 1, whilst 
factor loadings of greater than 0.300 are deemed significant at α = 0.05 significance for 
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recommended sample sizes of greater than 350. Items that did not meet the minimum 
loading score of 0.300 have been removed. 
 
4.5.1 Attitude – Communication 
Table 0.13 shows that for the Attitude - Communication (A.C) factor, one item obtained an 
Eigenvalue of 2.099 and explains 52.50% of the variance. 
 
A.C: ATTITUDE - COMMUNICATION 
 Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 2.099 52.50 52.50 
 2 0.799 20.00 72.50 
3 0.645 16.10 88.60 
4 0.457 11.40 100.00 
Table 0.13 Exploratory Factor Analysis (EFA) Eigenvalues - A.C (n = 740) 
 
Figure 0.8 below illustrates that one factor was indicated by both the Eigenvalues and the 
Scree Plot. 
 
Figure 0.8 Scree Plot - A.C (n = 740) 
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Table 0.14 illustrates the items loaded for factor 1. All the four items met the minimum 
loading score of .300 to be deemed significant and explained 52.50% of the total variance 
for the factor.  Items marked with a * indicate reversed items. 
 
Item Factor 
1 
A.C.03 The loyalty card/programmes' communication is relevant to me .822 
A.C.01 I read all my e-mails relating to loyalty cards/programmes .751 
A.C.04 Loyalty cards/programmes communicate through the medium I prefer .726 
A.C.02 I feel overwhelmed and bombarded by communication from loyalty 
cards/programmes* 
.578 
Expl.Var 2.099 
% of Total 52.50% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 52.5% 
Table 0.14 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - A.C (n = 740) 
 
4.5.2 Attitude – Flexibility 
For Attitude - Flexibility, Table 0.15 illustrates that one factor has an Eigenvalue of 1.675 and 
explains 83.70% of the variance in Attitude - Flexibility. 
 
 
A.F: ATTITUDE - FLEXIBILITY 
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 1.675 83.70 83.70 
2 0.325 16.30 100.00 
Table 0.15 Exploratory Factor Analysis (EFA) Eigenvalues - A.F (n = 740) 
A Scree Plot was not feasible for a factor with two items. Two items met the minimum 
loading score of .300 loaded for factor 1 and explained 83.70% of the total variance as 
illustrated in Table 0.16. 
 
Item Factor 
1 
A.F.01 Loyalty points should not expire .915 
A.F.02 The loyalty cards/programme should notify me before my points expire .915 
Expl.Var 1.675 
% of Total 83.70% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 83.7% 
Table 0.16 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - A.F (n = 740).  
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4.5.3 Attitude – General Assessment 
Table 0.17 depicts that Attitude - General Assessment has two factors that produced 
significant Eigenvalues for Factor 1 (3.751) and Factor 2 (1.096). These two factors 
collectively explain 53.90% of the variance in Attitude – General Assessment. 
 
A.G: ATTITUDE: GENERAL ASSESSMENT 
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 3.751 41.70 41.70 
2 1.096 12.20 53.90 
3 0.893 9.90 63.80 
4 0.745 8.30 72.10 
5 0.656 7.30 79.40 
6 0.582 6.50 85.90 
7 0.477 5.30 91.20 
8 0.437 4.90 96.10 
9 0.363 4.00 100.00 
Table 0.17 Eigenvalues of factors and variances explained for AG: General Assessment – Attitude 
The Eigenvalues indicate two factors, while Figure 0.9 below illustrates that one factor was 
indicated by the Scree Plot. 
 
Figure 0.9 Scree Plot - A.G (n = 740) 
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Nine items met the minimum loading score of .300 loaded for factor 1 as illustrated in Table 
0.18 and explained 41.7% of the total variance. Items marked with a * indicate reversed 
items. 
 
Item Factor 
1 
A.G.05 Having loyalty cards and belonging to loyalty programmes is a waste of time* .802 
A.G.09 Loyalty cards and programmes have no benefit* .800 
A.G.08 Loyalty cards and programmes are expensive with not enough return* .721 
A.G.10 It takes too long to earn points to get anything worthwhile from loyalty 
cards/programmes* 
.680 
A.G.07 Loyalty cards and programmes are too complicated* .678 
A.G.04 I used to use  loyalty cards/programmes but don't anymore* .657 
A.G.06 Loyalty programmes and cards deliver increased value .523 
A.G.01 Loyalty cards/programmes are all the same* .435 
A.G.03 I would change where I shop for the sake of a loyalty card/programme .362 
Expl.Var 3.751 
% of Total 41.70% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 41.7% 
Table 0.18 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - A.G (n = 740) 
 
4.5.4 Attitude – Rewards 
Three factors have produced significant Eigenvalues as depicted in Table 0.19. Factor 1 
(2.871), Factor 2 (1.425) and Factor 3 (1.134) collectively explain 53.80% of the variance.  
 
A.R: ATTITUDE - REWARDS  
Factor Eigenvalue % of Total Var. Explained Cumulative % 
1 2.817 28.20 28.20 
2 1.425 14.20 42.40 
3 1.134 11.30   53.80 
4 0.857 8.60 62.30 
5 0.826 8.30 70.60 
6 0.779 7.80 78.40 
7 0.659 6.60 85.00 
8 0.610 6.10 91.10 
9 0.561 5.60 96.70 
10 0.333 3.30 100.00 
Table 0.19 Exploratory Factor Analysis (EFA) Eigenvalues - A.R (n = 740) 
 
Figure 0.10 illustrates the Scree Plot for the Attitude – Rewards factor. 
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Figure 0.10 Scree Plot - A.R (n = 740) 
 
Ten items met the minimum loading score of .300 loaded and a three factor loading was 
determined to be optimal with item A.R.02 reversed as illustrated in Table 0.20. Items 
marked with a * indicate reversed items. 
 
Table 0.20  Exploratory Factor Analysis (EFA) Loadings (3 Factor Model) - A.R (n = 740) 
 
Item 
Rewards 
Factor 1 
Rewards 
Personal 
Factor 2 
Rewards 
Tangible 
Factor 3 
Rewards 
Monetary 
A.R.08 I should get priority service* .879 -.022 -.116 
A.R.07 I should have exclusive access to sales and 
merchandise* 
.827 .106 -.104 
A.R.09 Rewards should be personalised products or 
services* 
.686 .141 -.182 
A.R.01 I prefer tangible rewards to cash* .136 .651 .019 
A.R.06 Rewards should be in the form of points* .090 .623 .030 
A.R.10 I prefer a charitable donation as a reward* .111 .599 -.024 
A.R.02 Rewards should be in the form of discounts* -.082 .556 -.316 
A.R.03 Rewards should be cash back or rebates -.108 .149 .773 
A.R.05 Rewards should include free shipping -.278 -.087 .659 
A.R.04 Rewards should be free products -.179 -.350 .653 
Expl.Var 2.095 1.663 1.618 
% of Total .209 .166 .162 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 53.80% 
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4.5.5 Attitude - Trust 
For AT: Attitude - Trust, depicted in Table 0.21, one factor (2.158) delivered significant 
Eigenvalues, which cumulatively explain 43.20% of the variance. 
 
A.T: TRUST – ATTITUDE  
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 2.158 43.20 43.20 
2 0.994 19.90 63.10 
3 0.831 16.60 79.70 
4 0.586 11.70 91.40 
5 0.432 8.60 100.00 
Table 0.21 Exploratory Factor Analysis (EFA) Eigenvalues - A.T (n = 740) 
One factor was indicated by both the Eigenvalues and the Scree plot illustrated in Figure 
0.11. 
 
Figure 0.11 Scree Plot - A.T (n = 740) 
Five items met the minimum loading score of .300 loaded for factor 1 as illustrated in Table 
0.22. Items marked with a * indicate reversed items. 
 
Item Factor 
1 
A.T.02 I am nervous about loyalty cards/programmes using my personal information* .803 
A.T.03 I get annoyed when loyalty cards/programmes contact me all the time* .759 
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A.T.01 I feel that loyalty  cards/programmes monitor my every move* .673 
A.T.05 Loyalty cards/programmes are set up to increase profit* .496 
A.T.04 I think loyalty cards/ programmes are worthwhile and I am willing to give my 
personal details for this 
.488 
Expl.Var 2.158 
% of Total 43.20% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 43.20% 
Table 0.22 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - A.T (n = 740) 
 
4.5.6 Behaviour – Communication 
B.C: Behaviour - Communication yielded one factor with a significant Eigenvalue (2.252) 
which explains 56.30% of the variance as illustrated in Table 0.23. 
 
 
B.C: BEHAVIOUR - COMMUNICATION  
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 2.252 56.30 56.30 
2 0.756 18.90 75.20 
3 0.615 15.40 90.60 
4 0.377 9.40 100.00 
Table 0.23 Exploratory Factor Analysis (EFA) Eigenvalues - B.C (n = 656) 
The Scree Plot in Figure 0.12 confirmed that only one factor. 
 
Figure 0.12 Scree Plot - B.C (n = 656) 
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Table 0.24 illustrates four items met the minimum loading score of .300 loaded for factor 1. 
 
Item Factor 
1 
B.C.03 Loyalty card/programme call centres and interactive websites enhance my 
experience 
.816 
B.C.04 My loyalty cards/programmes listen to me .815 
B.C.02 They talk to me personally .728 
B.C.01 I gave permission for the loyalty cards/programme to contact me .625 
Expl.Var 2.252 
% of Total 56.30% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 56.30% 
Table 0.24 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.C (n = 656) 
4.5.7 Behaviour – Flexibility 
Table 0.25 depicts only one factor with a significant Eigenvalue. Factor 1 (1.360) 
cumulatively explain 68.00% of the variance in B.F: Behaviour – Flexibility. 
 
B.F: BEHAVIOUR - FLEXIBILITY  
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 1.360 68.00 68.00 
2 0.640 32.00 100.00 
Table 0.25 Exploratory Factor Analysis (EFA) Eigenvalues - B.F (n = 656) 
A Scree Plot was not feasible for a factor with two items. One factor was indicated by the 
Eigenvalues and two items met the minimum loading score as illustrated in Table 0.26. 
 
Item Factor 
1 
B.F.02 Points or rewards are available regardless of whether I buy in store, on a website 
or mobile device 
.825 
B.F.03 I can choose different types of rewards from my loyalty cards/programmes .825 
Expl.Var 1.360 
% of Total 68.00% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 68.00% 
Table 0.26 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.F (n = 656) 
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4.5.8 Behaviour – General Assessment 
For Behaviour - General Assessment depicted in Table 0.27, one factor delivered significant 
Eigenvalues. Factor 1 (2.032) cumulatively explains 50.80% of the variance in Behaviour – 
General Assessment. 
 
B. G: BEHAVIOUR - FLEXIBILITY  
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 2.032 50.80 50.80 
2 0.889 22.20 73.00 
3 0.654 16.30 89.40 
4 0.426 10.60 100.00 
Table 0.27 Exploratory Factor Analysis (EFA) Eigenvalues - B.G (n = 656) 
 
The Scree Plot illustrated in Figure 0.13 confirmed one factor for Behaviour – General 
Assessment. 
 
Figure 0.13 Scree Plot - B.G (n = 656) 
Four items met the minimum loading score of .300 loaded for factor 1 as illustrated in Table 
0.28. Items marked with a * indicate reversed items. 
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Item Factor 
1 
B.G.04 I have seen substantial savings due to the money I get off from loyalty cards and 
programmes 
.834 
B.G.02 I save a lot of money by using loyalty cards and belonging to loyalty programmes .805 
B.G.05 I get better discounts/ value from loyalty cards and programmes than in store 
promotions 
.677 
B.G.03 I am a member of loyalty programmes and have loyalty cards but have no intention 
of using * 
.479 
Expl.Var 2.032 
% of Total 50.80% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 50.80% 
Table 0.28 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.G (n = 656) 
 
4.5.9 Behaviour – Personalisation 
Table 0.29 shows that B.P: Behaviour –Personalisation produced one factor with a 
significant Eigenvalue of 3.715 which explains 61.90% of the variance in Personalisation – 
Behaviour. 
 
B.P: Personalisation – Behaviour  
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 3.715 61.90 61.90 
2 0.888 14.80 76.70 
3 0.621 10.30 87.00 
4 0.388 6.50 93.50 
5 0.209 3.50 97.00 
6 0.179 3.00 100.00 
Table 0.29 Exploratory Factor Analysis (EFA) Eigenvalues - B.P (n = 656) 
One factor was confirmed by the Scree Plot depicted in Figure 0.14. 
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Figure 0.14 Scree Plot - B.P (n = 656) 
 
Table 0.30 reveals six items met the minimum loading score of .300 loaded for factor 1. 
 
Item Factor 
1 
B.P.04 I receive personalised promotion offerings from my loyalty cards/programmes .891 
B.P.05 I receive personalised product recommendations from my loyalty 
cards/programmes 
.882 
B.P.06 I receive personalised service recommendations from my loyalty 
cards/programmes 
.867 
B.P.03 I receive personalised discounts from my loyalty cards/programmes .860 
B.P.02 The rewards are relevant and make a difference in my life .603 
B.P.01 My loyalty cards/programmes keep track of my life changes .536 
Expl.Var 3.715 
% of Total 61.90% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 61.90% 
Table 0.30 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.P (n = 656) 
 
4.5.10 Behaviour – Purchasing Behaviour 
BPB: Behaviour – Purchasing Behaviour yielded significant Eigenvalues for one factor. 
Factor 1 (2.962) cumulatively explains 42.30% of the variance in B.P: Purchasing 
Behaviour – Behaviour as illustrated in Table 0.31. 
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B.P: BEHAVIOUR – PURCHASING BEHAVIOUR  
Factor Eigenvalue % of Total Var. Explained Cumulative % 
1 2.962 42.30 42.30 
2 0.975 13.90 56.20 
3 0.765 10.90 67.20 
4 0.718 10.30 77.40 
5 0.666 9.50 86.90 
6 0.492 7.00 94.00 
7 0.423 6.00 100.00 
Table 0.31 Exploratory Factor Analysis (EFA) Eigenvalues - B.PB (n = 656) 
 
One factor was indicated by both the Eigenvalues and the Scree Plot. The Scree Plot for 
Behaviour – Purchasing Behaviour is illustrated in Figure 0.15. 
 
Figure 0.15 Scree Plot - B.PB (n = 656) 
Seven items met the minimum loading score of .300 loaded for factor 1 illustrated in Table 
0.32. Items marked with a * indicate reversed items. 
 
Item Factor 
1 
B.PB.09 I prefer to purchase from outlets that provide loyalty cards/programmes .741 
B.PB.06 My loyalty cards/programmes motivate me to spend more .738 
B.PB.08 I buy products if there are extra points offered on them .734 
B.PB.01 My loyalty cards/programmes have converted me from a consumer to a 
customer 
.617 
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B.PB.05 I spend less in stores where I don't have a card or belong to a programme .594 
B.PB.07 I would shop in any store that suits me regardless of whether they had a loyalty 
scheme* 
.554 
B.PB.02 I buy products that I don't need because of the promotions surrounding them .538 
Expl.Var 2.962 
% of Total 42.30% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 42.30% 
Table 0.32 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.PB (n = 656) 
 
4.5.11 Behaviour – Rewards 
For B.R: Behaviour - Rewards, depicted in Table 0.33, yielded two factors with significant 
Eigenvalues for Factor 1 (1.605) and Factor 2 (1.022). These two factors cumulatively 
explain 65.80% of the variance in BR: Behaviour - Rewards. 
 
B.R: BEHAVIOUR - REWARDS  
Factor items Eigenvalue % of Total Var. Explained Cumulative % 
1 1.536 51.20 51.20 
2 0.878 29.30 80.50 
3 0.586 19.50 100.00 
Table 0.33 Exploratory Factor Analysis (EFA) Eigenvalues - B.R (n = 656) 
One factor was indicated by both the Eigenvalues and the Scree Plot. The Scree Plot for 
Behaviour – Rewards is illustrated in Figure 0.16. 
 
Figure 0.16 Scree Plot - B.R (n = 656) 
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Three items met the minimum loading score of .300 loaded for factor 1 illustrated in Table 
0.34. 
 
Item Factor 
1 
B.R.01 Loyalty card/programme rewards make me feel good .816 
B.R.02 I like it that my loyalty cards/programmes partner with other brands .705 
B.R.04 I am recognised as a valued customer .610 
Expl.Var 1.536 
% of Total 51.20% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 51.2% 
Table 0.34 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.R (n = 656) 
 
4.5.12 Behaviour – Trust 
BT: Behaviour - Trust illustrates one factor with a significant Eigenvalue of 1.166, which 
explains 58.30% of the variance in BT: Trust – Behaviour. This is illustrated in Table 0.35. 
 
BT: Trust – Behaviour  
Factor Eigenvalue % of Total Var. Explained Cumulative % 
1 1.166 58.30 58.30 
2 0.834 41.70 100.00 
Table 0.35 Exploratory Factor Analysis (EFA) Eigenvalues - B.T (n = 656) 
 
A Scree Plot was not feasible for a factor with two items. One factor was indicated by the 
Eigenvalues and two items met the minimum loading score as illustrated in Table 0.36. 
Items marked with a * indicate reversed items. 
 
Item Factor 
1 
B.T.01 Loyalty cards/programmes are truthful about what they do with the data I give 
them 
.764 
B.T.02 Loyalty cards/programmes  know too much about my purchasing behaviour* .764 
Expl.Var 1.166 
% of Total 58.30% 
Minimum loading deemed significant = .300;  
Percentage of Total Variance Explained = 58.3o% 
Table 0.36 Exploratory Factor Analysis (EFA) Loadings (1 Factor Model) - B.T (n = 656) 
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4.6 RELIABILITY 
The Cronbach’s alpha scores are depicted in Table 0.37. The interpretation guideline as 
defined in section 3.6.2 has been used to determine reliability of the factors. Factors with a 
Cronbach’s alpha score of less than 0.50 is deemed unacceptable and therefore AR2: 
Rewards Tangible and BT: Trust – Behaviour are removed as indicated by strikethrough 
font.  
 
Factor Cronbach's α Interpretation 
A.C: Attitude - Communication 0.69 Fair reliability 
A.F: Attitude - Flexibility 0.81 Very good reliability 
A.G: Attitude - General 
Assessment 
0.80 Very good reliability 
A.R1: Attitude – Rewards 
Personal 
0.75 Good reliability 
A.R2: Attitude –Rewards Tangible 0.47 Unacceptable 
A.R3: Attitude – Rewards 
Monetary 
0.60 Fair reliability 
A.T: Attitude - Trust 0.66 Fair reliability 
B.C: Behaviour – Communication 0.73 Good reliability 
B.F: Behaviour – Flexibility 0.52 Poor reliability 
B.G: Behaviour – General 
Assessment 
0.66 Fair reliability 
B.P: Behaviour – Personalisation 0.87 Very good reliability 
B.PB: Behaviour – Purchasing 
Behaviour 
0.76 Good reliability 
B.R: Behaviour: Rewards 0.52 Poor reliability 
B.T: Behaviour: Trust 0.27 Unacceptable 
Table 0.37 Cronbach's alpha coefficients for the factors – Grocery and retail (n = 643) 
 
The factors have now been reduced from fourteen to twelve factors. The analysis from this 
point onwards will only be conducted on the identified twelve factors. 
 
4.7 DESCRIPTIVE STATISTICS FOR FACTORS   
4.7.1 Measures of Central Tendency and Dispersion for the Factors 
The central tendency measures: median, mean, standard deviation and dispersion of each 
factor are depicted in Table 0.38. Scores are categorised into Negative (1.00 to 2.59), 
Neutral (2.60 to 3.40) and Positive (3.41 to 5.00). 
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Factor n Mean S.D. Minimum Quartile 
1 
Median Quartile 
3 
Maximum 
A.C: Attitude - 
Communication 
643 2.91 0.73 1.00 2.50 3.00 3.50 5.00 
A.F: Attitude - 
Flexibility 
643 4.47 0.66 1.00 4.00 5.00 5.00 5.00 
A.G: Attitude – 
General 
Assessment 
643 3.36 0.62 1.11 2.89 3.44 3.78 5.00 
A.R1: - Attitude 
Personal 
643 2.44 0.73 1.00 2.00 2.33 3.00 5.00 
A.R3: Attitude - 
Rewards 
Monetary 
643 3.77 0.69 1.00 3.33 4.00 4.00 5.00 
A.T: Attitude - 
Trust 
643 2.76 0.68 1.00 2.40 2.80 3.20 4.60 
B.C: Behaviour - 
Communication 
643 2.65 0.74 1.00 2.25 2.75 3.00 5.00 
B.F: Behaviour - 
Flexibility 
643 3.03 0.81 1.00 2.50 3.00 3.50 5.00 
B.G: Behaviour – 
General 
Assessment 
643 3.23 0.69 1.00 2.75 3.25 3.75 5.00 
B.P: Behaviour - 
Personalisation  
643 2.96 0.78 1.00 2.33 3.00 3.59 5.00 
B.PB: Behaviour - 
Purchasing 
Behaviour 
643 2.59 0.64 1.00 2.14 2.57 3.00 4.57 
B.R: Behaviour - 
Rewards 
643 3.60 0.62 1.67 3.33 3.67 4.00 5.00 
Table 0.38 Central Tendency & Dispersion: Factors (n = 643) 
Table 0.38 reveal that two factors: A.R1: Rewards Personal – Attitude (µ=2.44) and B.PB: 
Purchasing Behaviour (µ=2.59) obtained a negative mean score (µ<2.60), indicating that 
respondents held negative responses towards personal rewards and their existing 
purchasing behaviour. Seven of the twelve factors were neutral: A.C: Communication – 
Attitude (µ=2.91), A.G: General Assessment – Attitude (µ=3.36), B.C: Communication – 
Behaviour (µ=2.65), B.F: Flexibility – Behaviour (µ=3.03), B.G: General Assessment – 
Behaviour (µ=3.23), B.P: Personalisation – Behaviour (µ=2.96), B.T: Trust - Behaviour 
(µ=2.70). Positive scores were observed for A.F: Flexibility – Attitude (µ=4.47), A.R3: 
Rewards Monetary – Attitude (µ=3.77) and B.R: Rewards – Behaviour (µ=3.60), indicating 
that respondents held positive sentiments to attitudinal flexibility, monetary rewards and 
behavioural rewards. 
 
4.7.2 Frequency Distributions for the Factors 
Table 0.39 illustrates the frequency distributions for the factors. Scores for the factors were 
categorised in accordance with a 5-point Likert scale as explained in Chapter Three. Scores 
79 
 
are categorised into Negative (1.00 to 2.59), Neutral (2.60 to 3.40) and Positive (3.41 to 
5.00). 
 
Factor Negative 
1.00 to 2.59 
Neutral 
2.60 to 3.40 
Positive 
3.41 to 5.00 
Total 
A.C: Attitude - 
Communication 
206 
(32%) 
275 
(43%) 
162 
(25%) 
643 
(100%) 
A.F: Attitude - 
Flexibility 
7 
(1%) 
43 
(7%) 
594 
(92%) 
643 
(100%) 
A.G: Attitude – 
General Assessment 
79 
(12%) 
238 
(37%) 
326 
(51%) 
643 
(100%) 
A.R1: - Attitude 
Personal 
341 
(53%) 
258 
(40%) 
44 
(7%) 
643 
(100%) 
A.R3: Attitude - 
Rewards Monetary 
22 
(3%) 
189 
(29%) 
432 
(67%) 
643 
(100%) 
A.T: Attitude - Trust 211 
(33%) 
344 
(53%) 
88 
(14%) 
643 
(100%) 
B.C: Behaviour - 
Communication 
317 
(49%) 
233 
(36%) 
93 
(14%) 
643 
(100%) 
B.F: Behaviour - 
Flexibility 
206 
(32%) 
203 
(32%) 
234 
(36%) 
643 
(100%) 
B.G: Behaviour – 
General Assessment 
133 
(21%) 
239 
(37%) 
271 
(42%) 
643 
(100%) 
B.P: Behaviour - 
Personalisation  
216 
(34%) 
227 
(35%) 
200 
(31%) 
643 
(100%) 
B.PB: Behaviour - 
Purchasing Behaviour 
362 
(56%) 
198 
(31%) 
83 
(13%) 
643 
(100%) 
B.R: Behaviour - 
Rewards 
27 
(4%) 
239 
(37%) 
377 
(59%) 
643 
(100%) 
Table 0.39 Frequency distributions of factors 
As depicted in Table 0.39, A.F: Flexibility – Attitude, A.G: General Assessment – Attitude, 
A.R3: Rewards Monetary – Attitude and B.R: Rewards – Behaviour factors obtained 
positive scores for the majority of respondents. Respondents indicated positive sentiment in 
relation to the current flexibility, general assessment, monetary and behavioural rewards in 
respect to grocery and retail sector loyalty programmes. The majority of respondents gave 
negative scores for A.R1: Rewards Personal and BP: Personalisation – Behaviour. The 
remaining factors had no clear majority. Negative scores indicate respondents hold 
negative perceptions towards personal rewards and personalisation of grocery and retail 
sector loyalty programmes. 
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4.8 ONE SAMPLE T-TESTS FOR THE FACTORS 
A one-sample t-test for each factor was conducted to determine if the population of 
respondents’ mean scores can be described as negative, neutral or positive. The results 
are depicted in Table 0.40. 
 
Factors n Mean S.D. H1: µ t d.f. p Cohen's 
d 
Significant 
A.C: Attitude - 
Communication 
643 2.91 0.73 ≠2.60 10.82 642 
 
<.0005 0.43 
Small 
Yes 
A.F: Attitude - 
Flexibility 
643 4.47 0.66 ≠3.40 40.87 642 <.0005 1.62 
Large 
Yes 
A.G: Attitude – 
General 
Assessment 
643 3.36 0.62 ≠3.40 -1.60 642 .111 n/a No 
A.R1: - Attitude 
Personal 
643 2.44 0.73 ≠2.60 -5.69 642 <.0005 0.22 
Small  
Yes 
A.R3: Attitude - 
Rewards Monetary 
643 3.77 0.69 ≠3.40 13.78 642 <.0005 0.54 
Medium 
Yes 
A.T: Attitude - 
Trust 
643 2.76 0.68 ≠2.60 5.94 642 <.0005 0.24 
Small 
Yes 
B.C: Behaviour - 
Communication 
643 2.65 0.74 ≠2.60 1.79 642 .073 n/a No 
B.F: Behaviour - 
Flexibility 
643 3.03 0.81 ≠3.40 -
11.47 
642 <.0005 0.46 
Small 
Yes 
B.G: Behaviour – 
General 
Assessment 
643 3.23 0.69 ≠3.40 -6.31 642 <.0005 0.25 
Small 
Yes 
B.P: Behaviour - 
Personalisation  
643 2.96 0.78 ≠2.60 11.62 642 <.0005 0.46 
Small 
Yes 
B.PB: Behaviour - 
Purchasing 
Behaviour 
643 2.59 0.64 ≠2.60 -0.31 642 .755 n/a No 
B.R: Behaviour - 
Rewards 
643 3.60 0.62 ≠3.40 8.31 642 <.0005 0.32 
Small 
Yes 
Table 0.40 One-sample t-Tests: Factors (n = 643; d.f. = 642) 
Table 4.29 illustrates factors with positive mean scores and small practical significance 
obtained for B.R: Behaviour - Rewards (µ = 3.60, d = 0.32), medium practical significance 
for A.R3: Attitude - Rewards Monetary (µ = 3.77, d = 0.54) and large practical significance 
for A.F: Attitude – Flexibility (µ = 4.47, d = 1.62). While respondents hold positive 
sentiments towards attitudinal aspects of monetary rewards and flexibility with grocery and 
retail sector loyalty programmes, monetary rewards have a higher value in a practical 
sense. A.G: Attitude - General Assessment (p = 0.111), BC: Behaviour - Communication (p 
= 0.073) and BPB: Behaviour - Purchasing (p = 0.755) was deemed statistically 
insignificant.  
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4.9 CORRELATION BETWEEN THE FACTORS 
Chapter Three identified that a correlation coefficient with an absolute value greater than 
0.30 can be regarded as both statistically and practically significant. Correlation values 
greater than 0.30 are indicated in red. 
 
4.9.1 Attitudinal Correlations 
The correlations between the factors and attitudinal factors are reflected in Table 0.41. 
 
  A.C A.F A.G A.R1 A.R3 A.T 
A.C: Attitude - 
Communication - -.021 .509 -.026 .009 .471 
A.F: Attitude - Flexibility 
-.021 - .093 -.158 .251 -.115 
A.G: Attitude – General 
Assessment .509 .093 - .002 .050 .437 
A.R1: - Attitude Personal 
-.026 -.158 .002 - -.398 .129 
A.R3: Attitude - Rewards 
Monetary .009 .251 .050 -.398 - -.137 
A.T: Attitude - Trust 
.471 -.115 .437 .129 -.137 - 
B.C: Behaviour - 
Communication .693 -.063 .425 -.091 .043 .386 
B.F: Behaviour - Flexibility 
.325 .017 .305 -.083 .065 .140 
B.G: Behaviour – General 
Assessment .497 .050 .719 -.064 .082 .341 
B.P: Behaviour - 
Personalisation  .480 -.017 .420 -.142 .072 .204 
B.PB: Behaviour - 
Purchasing Behaviour .307 -.064 .382 -.145 .172 .143 
B.R: Behaviour - Rewards .370 .221 .458 -.370 .298 .214 
Table 0.41 Pearson Product Moment Correlations - A.C to B.R and A.C to A.T (n=643) 
Table 0.41 indicated that A.C: Attitude Communication positively correlated with all factors 
except A.F: Attitude –Flexbility (-0.021), A.R1 – Attitude Personal (-0.026) and A.R3: 
Attitude - Rewards Monetary (0.009). This finding indicates that attitudinal aspects of 
communication have no relationship the the flexibility and rewards within grocery and retail 
sector loyalty programmes. A.F: Attitude -Flexbility did not correlate with any factor, 
indicating that flexbility has no relationship with any of the attitudinal factors.  A.G: Attitude – 
General Assessment correlated with all factors except A.F: Attitude –Flexbility (0.093), A.R1 
– Attitude Personal (0.002), A.R3: Attitude - Rewards Monetary (0.050). This finding 
indicates that the general assessment of grocery and retail sector loyalty programmes have 
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no relationship with the flexibility, personal and monetary rewards. The attitudinal 
relationships identified are visually displayed in Figure 0.17. 
 
 
Figure 0.17 Attitudinal relationships with the factors 
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4.9.2 Behavioural Correlations 
The correlations between the factors and attitudinal factors are reflected in Table 0.42. 
 
  B.C B.F B.G B.P B.PB B.R 
A.C: Attitude - 
Communication .693 .325 .497 .480 .307 .370 
A.F: Attitude - Flexibility 
-.063 .017 .050 -.017 -.064 .221 
A.G: Attitude – General 
Assessment .425 .305 .719 .420 .382 .458 
A.R1: - Attitude Personal 
-.091 -.083 -.064 -.142 -.145 -.370 
A.R3: Attitude - Rewards 
Monetary .043 .065 .082 .072 .172 .298 
A.T: Attitude - Trust 
.386 .140 .341 .204 .143 .214 
B.C: Behaviour - 
Communication - .343 .459 .543 .383 .377 
B.F: Behaviour - Flexibility 
.343 - .361 .433 .243 .280 
B.G: Behaviour – General 
Assessment .459 .361 - .499 .525 .447 
B.P: Behaviour - 
Personalisation  .543 .433 .499 - .387 .390 
B.PB: Behaviour - 
Purchasing Behaviour .383 .243 .525 .387 - .357 
B.R: Behaviour - Rewards 
.377 .280 .447 .390 .357 - 
Table 0.42 Pearson Product Moment Correlations - A.C to B.R and B.C to B.R (n = 643) 
Table 0.42 indicated that B.C: Behaviour - Communication positively correlated with all 
factors except A.F: Attitude –Flexbility (-0.063), A.R1 – Attitude Personal (-0.091) and A.R3: 
Attitude - Rewards Monetary (0.043). This finding indicates that the behavioural aspects of 
communication have no relationship with attitudinal flexibility, personal and monetary 
rewards in grocery and retail sector loyalty programmes.  In addition, B.G: Behaviour – 
General Assessment correlated with all factors except A.F: Attitude –Flexibility (0.050), 
A.R1 – Attitude Personal (-0.064), A.R3: Attitude - Rewards Monetary (0.082). This finding 
indicated that while the behavioural aspects of the general assessment of grocery and retail 
sector loyalty programmes have a relationship with most of the factors, no relationship 
exists for attitudinal aspects of flexibility, personal and monetary rewards. 
 
B.P: Behaviour - Personalisation correlated with all factors except A.F: Attitude –Flexbility (-
0.017), A.R1 – Attitude Personal (-0.142), A.R3: Attitude - Rewards Monetary (0.072) and 
A.T: Attitude –Trust (0.204). B.R: Behaviour – Rewards had the only negative correlation for 
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the behavioural factors and was negatively correlated to A.R1 – Attitude Personal (-0.370). 
The behavioural correlations identified are visually displayed in Figure 0.18. 
 
Figure 0.18 Behavioural relationships with the factors 
 
4.10 RELATIONSHIPS BETWEEN THE FACTORS AND DEMOGRAPHICS 
The ANOVA results for the factors are illustrated in Table 0.43 to 4.48. A significant 
relationship between the factor and demographics is indicated where the p value is < 0.05. 
Significant relationships are denoted in red and a subsequent post hoc test was conducted 
for confirmation. Only factors with significant relationships with the selected demographics 
confirmed both by the p value being <0.05 in the initial and post hoc results have been 
included. A full results table have been included in Annexure C. 
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4.10.1 Attitude – Rewards Personal 
Table 0.43 indicate the descriptive statistics for the Attitude – Rewards Personal factor 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.44 0.72 
Age5 21-25 37 6% 2.39 0.66 
  26-35 285 46% 2.44 0.71 
  36-45 176 29% 2.38 0.74 
  46-55 83 14% 2.52 0.74 
  56+ 33 5% 2.61 0.76 
Race4 Asian 35 6% 2.21 0.51 
  Black 255 42% 2.33 0.74 
  Coloured 131 21% 2.51 0.70 
  White 193 31% 2.58 0.71 
Gender Female 368 60% 2.41 0.68 
  Male 246 40% 2.48 0.78 
Household Size One 84 14% 2.54 0.82 
  Two 156 25% 2.42 0.65 
  Three 117 19% 2.47 0.77 
  Four 133 22% 2.40 0.73 
  Five 88 14% 2.42 0.73 
  Six + 36 6% 2.37 0.60 
Monthly Household Income5 <R30 000 229 37% 2.50 0.66 
  <R50 000 182 30% 2.44 0.75 
  <R70 000 93 15% 2.51 0.77 
  <R90 000 64 10% 2.26 0.71 
  R90 000 + 46 7% 2.25 0.76 
Highest Level of Education4 Not Diploma 85 14% 2.48 0.74 
  Diploma 142 23% 2.50 0.68 
  Degree 305 50% 2.41 0.73 
  M+D 82 13% 2.42 0.77 
Table 0.43 Descriptive Statistics for dependent factor A.R1 by ANOVA Factors 
For the Attitude – Rewards Personal factor, a significant relationship with race was 
revealed. The results are depicted Table 0.44. 
 
Effect F-value D.F. p Cohen's d 
Age5 0.49 4; 593 .743 n/a 
Race4 5.53 3; 593 .001 n/a 
Gender 1.44 1; 593 .230 n/a 
Household Size 0.57 5; 593 .727 n/a 
Monthly Household Income5 2.36 4; 593 .052 n/a 
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Highest Level of Education4 0.38 3; 593 .766 n/a 
Table 0.44 Univariate ANOVA Results - A.R1  
Table 0.45 illustrates that there is a significant difference between the mean scores of the 
race of the respondents and Attitude – Rewards Personal.  
 
Effect Level 1 Level 2 M1 M2 Scheffé 
p 
Cohen's 
d 
Race4 Asian Black 2.21 2.33 .845 0.16 
  Asian Coloured 2.21 2.51 .188 0.45 
  Asian White 2.21 2.58 .043 0.54 
  Black Coloured 2.33 2.51 .136 0.25 
  Black White 2.33 2.58 .003 0.35 
  Coloured White 2.51 2.58 .821 0.11 
Table 0.45 Post-hoc Results - A.R1  
 
The difference between Asian and White respondents has been ignored due to the sample 
size of Asian respondents. Black (µ=2.33) and White (µ=2.58) respondents indicate a 
significant difference in the mean scores. Thus, these score indicate that while both 
population groups have positive means scores, White respondents were more positive than 
Black respondents in relation to personal rewards. 
 
4.10.2 Attitude – Rewards Monetary 
The descriptive statistics for the Attitude – Rewards Monetary factor are illustrated in Table 
0.46. 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 3.77 0.70 
Age5 21-25 37 6% 3.81 0.64 
  26-35 285 46% 3.82 0.67 
  36-45 176 29% 3.74 0.68 
  46-55 83 14% 3.73 0.80 
  56+ 33 5% 3.55 0.73 
Race4 Asian 35 6% 3.89 0.49 
  Black 255 42% 3.77 0.72 
  Coloured 131 21% 3.80 0.68 
  White 193 31% 3.73 0.71 
Gender Female 368 60% 3.83 0.65 
  Male 246 40% 3.69 0.75 
Household Size One 84 14% 3.71 0.77 
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  Two 156 25% 3.80 0.58 
  Three 117 19% 3.80 0.79 
  Four 133 22% 3.87 0.68 
  Five 88 14% 3.64 0.69 
  Six + 36 6% 3.63 0.71 
Monthly Household Income5 <R30 000 229 37% 3.75 0.70 
  <R50 000 182 30% 3.85 0.70 
  <R70 000 93 15% 3.70 0.70 
  <R90 000 64 10% 3.74 0.62 
  R90 000 + 46 7% 3.74 0.78 
Highest Level of Education4 Not Diploma 85 14% 3.85 0.57 
  Diploma 142 23% 3.76 0.72 
  Degree 305 50% 3.78 0.69 
  M+D 82 13% 3.67 0.78 
Table 0.46 Descriptive Statistics for dependent factor A.R3 by ANOVA Factors 
 
Table 0.47 shows a significant relationship between the Rewards Monetary and gender. 
 
Effect F-value D.F. p Cohen's d 
Age5 1.16 4; 593 .328 n/a 
Race4 0.99 3; 593 .398 n/a 
Gender 5.36 1; 593 .021 0.20 
Household Size 1.87 5; 593 .098 n/a 
Monthly Household Income5 1.20 4; 593 .309 n/a 
Highest Level of Education4 1.17 3; 593 .322 n/a 
Table 0.47 Univariate ANOVA Results - A.R3 
A significant difference between the mean scores of the Female (µ=3.83) and Male 
(µ=3.69) respondents were revealed for the Attitude – Rewards Monetary factor as 
illustrated Table 0.48. 
 
Effect Level 1 Level 2 M1 M2 t-Test p Cohen's 
d 
Gender Female Male 3.83 3.69 .021 0.20 
Table 0.48 Post-hoc Results - A.R3 
The post hoc results in Table 0.48 indicate that while both genders prefer monetary rewards, 
female respondents hold more positive views than male respondents in respect to monetary 
rewards. 
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4.11 SUMMARY 
The primary aim of Chapter Four was to address RQ5: What are the relationships between 
the independent and dependant variables of loyalty programmes in the South African 
grocery retail sector? which corresponds to RO5: To determine which factors have a greater 
influence on the effectiveness of loyalty programmes in the South African grocery and retail 
sector. To achieve this, the results of the research study were analysed and discussed. 
1090 respondents participated in the broader study of which 643 respondents were 
members of grocery and retail loyalty programmes. As discussed in section 4.2., no 
dependent variable could be established and all the variables were deemed attitudinal and 
behavioural factors influencing grocery and retail sector loyalty programmes. In addition, 
the conceptual model proposed in Figure 0.3 was not feasible and Figure 0.2 was deemed 
acceptable for meaningful analysis. Thus, the study necessitated a revised research 
question to RQ5: What are the factors influencing loyalty programmes in the South African 
grocery and retail sector? which corresponds to RO5: To determine which factors have a 
greater influence on the effectiveness of loyalty programmes in the South African grocery 
and retail sector. The attitudinal factors influencing loyalty programmes in the South African 
grocery and retail sector have been determined as attitudinal and behavioural factors of 
Communication, Flexibility, General Assessment, Rewards Personal, Rewards Tangible, 
Rewards Monetary and Trust.  An exploratory factor analysis was conducted to confirm the 
factors. These factors were tested for reliability and two factors, A.R2: Attitude –Rewards2 
Tangible and B.T: Behaviour: Trust were deemed unacceptable and therefore removed. In 
addition, descriptive and inferential statistics were analysed and presented. Statistical 
relationships between the variables were explored through Pearson’s correlation analysis, 
which produced Figure 0.17 and Figure 0.18. Finally, ANOVA tests were presented to explore 
the relationships between the variables and selected demographics.  
 
Some of the major research findings include that the majority of the respondents were 
female residing in the Eastern Cape and Gauteng province. Eighty-one percent (n=880) of 
respondents own loyalty cards or participate in a loyalty programme. The loyalty 
programme with the highest participation was Pick n Pay’s Smart Shopper and Woolworths 
W Rewards loyalty programmes. While majority of respondents shop from outlets that 
provide a loyalty programme, majority of the respondents felt that their existing loyalty 
programmes do not motivate them to spend more. In addition, Flexibility in the loyalty 
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programmes was a key major finding, in that 92% (n=587) felt that loyalty programmes 
should not expire and that they should be notified before points expire. Respondents 
favoured cash back, free products and shipping over discounts rewards. Finally, the 
ANOVA results revealed significant differences among race and gender groups. White 
respondents held more positive sentiment towards personal rewards than Black 
respondents. Female respondents were more favourable to monetary rewards than male 
respondents. 
 
Chapter Five will conclude the study and RQ6: What recommendations can be suggested in 
the development of an effective loyalty programme in the South African grocery and retail 
sector? which corresponds to RO6: To develop managerial recommendation that enhances 
the effectiveness of a loyalty programme in the South African grocery and retail sector will 
be addressed. 
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CHAPTER 5: FINDINGS, CONCLUSION AND RECOMMENDATIONS  
5.1 INTRODUCTION 
The results of the empirical study findings were presented, analysed and discussed in 
Chapter Four. The chapter concluded with an appropriate factor analysis and correlation of 
the factors influencing grocery and retail programmes. The revised RQ5: What are the 
factors influencing loyalty programmes in the South African grocery retail sector which 
addresses RO5: To determine which factors have a greater influence on the effectiveness of 
loyalty programmes in the South African grocery and retail sector was addressed. 
 
Chapter Five is the final chapter of the study and presents the findings, managerial 
recommendations and conclusion to this study. As such, this chapter addresses RQ6: What 
recommendations can be suggested in the development of an effective loyalty programme 
in the South African grocery and retail sector? which addresses  RO6: To develop 
managerial recommendations to enhance the effectiveness of a loyalty programme in the 
South African grocery and retail sector. 
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The Chapter outline is illustrated in Figure 0.1 
 
Figure 0.1 – Chapter Five Outline (Author’s own construction) 
5.2 SUMMARY OF STUDY 
5.2.1 Chapter 1: Introduction and Problem Statement 
Chapter one introduced the study and research problem, which gave rise to the research 
questions and research objectives. The significance delimitations of the study were 
discussed and the chapter concluded with a research alignment plan illustrated in Table 0.1. 
 
5.2.2 Chapter 2: Literature Review 
In Chapter Two, the first three research questions, namely, RQ1, RQ2 and RQ3 and their 
corresponding objectives, RO1, RO2 and RO3.  RQ1: What are the definitions and theories 
around loyalty cards and programmes? To correspond with RO1: To review definitions and 
theories around loyalty cards and programmes. The history of loyalty programmes dated 
back to the eighteenth century and the evolution of loyalty programmes was discussed. 
Various literature revealed a similar definition of loyalty programmes with a common goal of 
building customer loyalty. The activities of exchange and mutual reward within a loyalty 
Chapter 1: Introduction and Problem Statement
Chapter 2: Literature Review
Chapter 3: Research Design and Methodology
Chapter 4: Results and Analysis
• 5.1 Introduction
• 5.2 Summary of Study
• 5.3 Key Findings of the Study
• 5.4 Managerial Recommendations
• 5.5 Limitations and call for Future Research
• 5.6 Conclusion
Chapter 5: Findings, Conclusion and Recommendations 
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programme resulted in the theories of social exchange and planned behaviour deemed as 
the most appropriate grounding theories. In addition, it addresses RQ2: What is the 
importance of a loyalty programmes? To correspond with RO2: To determine the 
importance of loyalty cards and programmes. Customer loyalty was determined to be one 
of the most defined words in the marketing lexicon. It was further determined that loyalty 
programmes within a competitive retail environment was essential. Finally, RQ3: What 
determines an effective loyalty programme for South African consumers who belong to a 
grocery and retail loyalty programmes? To correspond with RO3: To establish determinants 
of an effective loyalty programme for the South African grocery and retail sector was 
addressed. The literature revealed important factors such as purchasing behaviour, trust, 
communication, personalisation, flexibility, rewards and method of participation, which 
influence the effectiveness of the loyalty programme. 
 
5.2.3 Chapter 3: Research Design and Methodology 
In this chapter, various research philosophies and approaches were discussed. The 
research was conducted in a positivistic paradigm as the purpose of the study was to 
describe the cause and effect relationship of how factors such as demographics, 
purchasing behaviour, trust, communication, personalisation, flexibility, rewards and 
method of participation influence loyalty programmes in the South African grocery and retail 
sector. A deductive research approach was adopted through a cross-sectional quantitative 
study rigorously testing the conceptual model. Various statistical techniques and measures 
such as independent t-tests, exploratory factor analysis, ANOVA tests, Pearson’s 
correlation coefficient were selected for the study.  Thus, Chapter Three addressed RQ4: 
How can tested research methodologies be provided to understand and reproduce future 
research studies? which corresponds to RO4: Justify and explain the selected research 
methodology selected for this treatise with sufficient detail for future studies. 
  
5.2.4 Chapter 4: Results and Analysis 
Chapter Four analysed, presented and discussed the empirical findings of the study. 
Additionally, factor analysis, descriptive and inferential statistics were presented. Pearson’s 
correlation analysis explored a correlation between the factors. Thus, Chapter Four 
addressed the revised RQ5: What are the factors influencing loyalty programmes in the 
South African grocery retail sector which corresponds to RO5: To determine which factors 
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have a greater influence on the effectiveness of loyalty programmes in the South African 
grocery and retail sector. 
  
5.2.5 Chapter 5: Findings, Conclusion and Recommendations  
Chapter Five is a summary of the study and the proposed managerial recommendations. 
The limitations of the study are discussed and the need for future research identified. 
Finally this chapter makes the conclusions based on the research problem and as such 
addresses RQ6: What recommendations can be suggested in the development of an 
effective loyalty programme in the South African grocery and retail sector? which 
corresponds to RO6: To develop managerial recommendations that enhances the 
effectiveness of a loyalty programme in the South African grocery and retail sector.  
 
Some of the major research findings identify Pick n Pay’s Smart Shopper and Woolworths 
W Rewards loyalty programmes as the most supported loyalty programmes. In addition, 
respondents were deemed impartial to the communication of grocery and retail sector 
loyalty programmes in relation to attitude and behaviour. Flexibility in the loyalty 
programmes was a key major finding, in that 92% (n=587) felt that loyalty programmes 
should not expire and that they should be notified before points expire. Respondents 
preferred cash back, free products and shipping rewards over discounts and other type of 
rewards. 
 
5.3 KEY FINDINGS OF THE STUDY 
This section summarises key findings of the study by each factor. 
 
5.3.1 Communication  
The literature review identified customer education as an antecedent to loyalty and 
emphasized the importance of trustworthy, relevant messaging to customers (Berezan, et 
al., 2015; Ndubisi & Wah, 2005 ).  The communication style and the choice of medium were 
determined to affect the information quality and perception of content (Berezan, et al., 
2017). 
 
The descriptive statistics in this study indicated neutral mean scores in relation to both their 
attitudinal (µ=2.91) and behavioural (µ=2.65) communication. The communication factor 
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had statistical significance for attitude (p<0.05) and small practical significance. In relation 
to behaviour, communication was not deemed statistically significant. The Cronbach’s 
Alpha score for attitude (α=0.69) was deemed acceptable reliability and deemed good 
reliability for behaviour (α=0.73). Thus, it can be concluded the members of grocery and 
retail sector loyalty programmes are impartial to the communication of these programmes 
both from an attitudinal and behavioural perspective. 
 
No variations in relation to demographics were determined through ANOVA testing. 
Attitudinal communication was positively correlated to all factors except attitudinal flexibility 
and rewards. Behavioural communication was positively correlated to all factors except 
attitudinal flexibility and monetary rewards. 
  
5.3.2 Flexibility 
Nielsen and Truth, South African loyalty surveys have advocated designing the loyalty 
programme in a way that meets the expectations of consumers (Nielsen, 2016; Truth, 2017)  
Loyalty programmes should create relational value, which extend beyond tangible 
incentives (Bruneau, et al., 2018; Meyers-Waarden, 2007). Over and above this, the 
importance of preserving the consumer’s self-esteem, when considering reward expiry and 
status demotion is essential (He, et al., 2012; Ramaseshan & Ouschan, 2017). 
 
The results for attitudinal flexibility’s descriptive statistics indicate positive mean scores 
(µ=4.47), with respondents indicating that loyalty points should not expire and that 
notification of expiry is important. In relation to behavioural flexibility, respondents’ revealed 
neutral responses (µ=3.03). In addition, the flexibility factor had statistical significance for 
attitude (p<0.05) and large practical significance (Cohen’s d=0.62). In relation to behaviour, 
flexibility was statistically significant (p<0.05) and small practical significance (Cohen’s 
d=0.46). The flexibility factor achieved excellent reliability with a Cronbach’s alpha score of 
0.81 for attitude and acceptable reliability for behaviour (α=0.52). Thus, it can be concluded 
that respondents have a strong perception that rewards should not expire within grocery 
and retail sector loyalty programmes.  
 
Attitudinal flexibility did not correlate to any of the factors, while behavioural flexibility was 
positively correlated to attitudinal aspects of communication (|r|= 0.325) and general 
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assessment (|r|=0.305); and behavioural aspects of communication (|r|= 0.343), general 
assessment (|r|=0.361) and personalisation (|r|=0.433).  
 
5.3.3 General Assessment 
Grocery and retail sector loyalty programmes operate within a competitive landscape and 
therefore the value proposition of the programme needs to be attractive. Loyalty 
programmes can create a competitive advantage by reducing brand switching and 
ultimately building customer loyalty (Ma, et al., 2017; Nielsen, 2016). The Nielsen Global 
Retail Loyalty-Sentiment Survey reported that 72 percent of consumers will choose a 
retailer with a loyalty programme over one with no loyalty programme (Nielsen, 2016).  
 
The attitudinal general assessment yield positive responses (µ=3.36), however it was 
deemed statistically insignificant. The behavioural general assessment was deemed neutral 
(µ=3.23) and statistically significant. However, this finding is of small practical significance. 
The general assessment in relation to attitude was determined to be excellent reliability 
(α=0.80) and general assessment in relation to behaviour was deemed acceptable 
reliability (α=0.66). 
 
Finally, attitudinal general assessment positively correlated to attitudinal aspects of 
communication (|r|=0.509) and trust (|r|=0.437) and all the behaviour factors. No variations 
in relation to demographics were determined through ANOVA testing. 
 
5.3.4 Rewards  
Rewards within loyalty programmes vary and can be tangible, personal and monetary. The 
receipt of rewards can invoke obligatory responses to spend more in turn leading to further 
rewards (Omar, et al., 2013; Smith & Sparks, 2009). In addition, rewards have an important 
impact on the esteem and appraisal of the consumer and has been positively associated 
with attitudinal and purchase intention in loyalty programmes. Reward member behaviour is 
an enhancement to loyalty (Liu & Mattila, 2016; Rehnen, et al., 2017; So, et al., 2015). 
Finally, while customer delight can be created through achievable rewards, complex rules 
and policies often discourage reward redemption (Meyer-Waarden, 2008; So, et al., 2015). 
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The rewards factor was split into three – rewards personal, rewards tangible and rewards 
monetary. For the descriptive stastics, respondents rated rewards personal (M=2.44) and 
rewards tangible (µ=2.88) as negative and rewards monetary (µ=3.77) as positive. All 
rewards factors were statistically significant (p<0.05), rewards personal and rewards 
tangible achieved small practical significance and rewards monetary had medium practical 
significance. The Cronbach’s alpha score yielded good reliability for rewards personal 
(α=0.75), and acceptable reliability for rewards monetary (α=0.60). Rewards tangible was 
deemed unacceptable (α=0.47) and is therefore not reliable. Thus, it can be concluded that 
respondents held negative responses to personal rewards in form of exclusive access to 
sales and mechandise; priority service and personalised products and services; and 
positive responses to monetary rewards such as cash back or rebates; free products and 
free shipping. 
 
The correlation analysis further confirms this finding as rewards personal and rewards 
monetary were negatively correlated (|r|=-0.398) and is deemed to be both statisitcally and 
practically significant. In addition, rewards personal had a negative correlation to 
behavioural aspects of rewards (|r|=-0.370),  which explored feelings of self-esteem and 
recognition. 
 
The ANOVA results revealed significant difference in relation to race and personal rewards. 
While both black and white respondents indicated negative responses to personal rewards; 
black respondents indicated a greater resistance to personal rewards in the form of 
exclusive access to sales and mechandise; priority service and personalised products and 
services. In addition, significant differences in relation to gender and personal rewards were 
indicated. Female respondents indicated a higher preference to monetary rewards such as 
cash back or rebates; free products and free shipping. 
 
5.3.5 Trust 
Consumer trust is imperative in creating a long term relationship with the consumer and can 
therefore be a strong driver of customer loyalty. Fulfilling promises and repeated successful 
changes are indicators of the existence and strength of trust between the consumer and 
loyalty programme and in turn affect attitudinal and behavioural loyalty (Pimpao, et al., 
2018; Kassim & Ismail, 2009; He, et al., 2012; Kamran-Disfani, et al., 2017). 
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The results for trust in relation to attitudinal and behavioural descriptive statistics indicated 
neutral mean scores (µ=2.76; µ=2.70). Attitudinal trust achieved statistical significance 
(p<0.05) and small practical significance. In relation to behaviour, trust was not deemed 
statistically significant. The Cronbach’s alpha score yielded acceptable reliability for 
attitudinal trust (α=0.69), and behavioural trust was deemed unacceptable (α=0.27). Thus, 
it can therefore be concluded that respondents were impartial to their perceptions of trust 
within grocery and retail loyalty programmes. 
 
Finally, attitudinal trust was positively correlated to the both the attitudinal and behavioral 
aspects of the communication (|r|=-0.471; |r|=0.386) and general assessment factor (|r|= 
0.437; |r|=0.341). No variations in relation to demographics were determined through 
ANOVA testing. 
 
5.3.6 Personalisation 
Personalisation is confirmed through an experience from the customer and can take the 
form of preferential treatment, customised services and individualised interactions 
(Brashear-Alejandro, et al., 2016; Meyer-Waarden, 2008). Emotionally orientated elements 
of a loyalty programme can invoke feelings of exclusivity and status. Members of loyalty 
programmes respond positively to personalisation and customisation can enhance 
attractiveness of the loyalty programme (Brashear-Alejandro, et al., 2016). 
 
The personalisation items were only linked to behavioural loyalty and respondents had 
neutral responses to this factor (µ=2.96), which were deemed statistically significant 
(p<0.05), with small pratical significance. In addition, the Cronbach’s alpha score yielded 
excellent reliability (α=0.87). Thus, it can be concluded that consumers hold neutral views 
on whether grocery and retail programmes engage in a personalised manner. 
 
Finally, personalisation positively correlated with attitudinal aspects of communication 
(|r|=0.480)  and general assessment (|r|=0.420); and behavioural aspects of communication 
(|r|=0.543), flexibility (|r|=0.433), general assessment (|r|=-0.499), purchasing behaviour 
(|r|=0.387)  and rewards (|r|=0.390). No variations in relation to demographics were 
determined through ANOVA testing. 
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5.3.7 Purchasing Behaviour 
The loyalty programme should encourage continuous exchanges, which lead to economic 
and knowledge benefits. The customer uses the economic and knowledge benefit to exert 
the required participation effort (Gupta, et al., 2018; So, et al., 2015). 
 
Purchasing behaviour was only linked to behavioural loyalty and respondents had negative 
responses. The purchasing behaviour factor was not deemed statistically significant 
(p=0.755), but considered good reliability by the Cronbach alpha’s score (α=0.76).  
 
In addition, no variations in relation to demographics were determined through ANOVA 
testing. Finally, purchasing behaviour was positively correlated to attitudinal aspects of 
communication (|r|=0.307),  and general assessment (|r|=0.382); and behavioural aspects 
of communication (|r|=0.383), general assessment (|r|=0.525), personalisation (|r|=0.387), 
and rewards (|r|=0.357). 
 
5.3 MANAGERIAL RECOMMENDATIONS 
 
The managerial recommendations are developed to bridge the gap between the literature 
and the results of the empirical study. These recommendations aim to improve managerial 
decision making within grocery and retail sector loyalty programmes. The success of South 
African grocery and retail sector loyalty programmes has not been empirically tested. The 
items in this section are all in the revised factor layout, displayed in Figure 0.2 and have 
been tested as factors influencing loyalty programmes. 
 
The power of communication within a grocery and retail sector loyalty programme is 
undervalued 
 
Respondents felt impartial to the communication of grocery and retail sector loyalty 
programmes.  The majority of the respondents indicated that loyalty programmes 
communicated in the medium they prefer, yet most respondents did not read their mails. 
Many of the respondents further felt that they did not receive personalised communication 
as per the item analysis. 
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Communication medium and education are said to influence the perception of the loyalty 
programmes and can be a powerful tool in creating a successful programme (Berezan, et 
al., 2017). Thus, trust in information and general perceptions are key elements to 
communication within a loyalty programme. The findings in the study are consistent with the 
literature in that communication positively correlated to attitudinal aspects of trust and the 
general assessment of loyalty programmes. 
 
An opportunity exists for management of grocery and retail loyalty programmes to use 
communication as a lever to influence other factors and increase the overall effectiveness 
of the programme. Greater focus should be placed on the type of medium consumers prefer 
to be engaged with and if the content pushed is relevant and at the quality expectation. 
Communication further poses an opportunity for exchange and can be used to reinforce 
brand messaging. 
 
In addition, communication was positively correlated to behavioural flexibility and 
personalisation. Flexibility in this study dealt with reward expiry and the perceptions 
(attitude) and action expectations (behaviour) of consumers belonging to grocery and retail 
loyalty programmes. The literature identified the preservation of self-esteem as critical to 
dealing with reward expiry (He, et al., 2012; Ramaseshan & Ouschan, 2017). 
 
Flexibility had the highest positive scores, with the majority of respondents (92%; n=587) 
feeling strongly that loyalty points within grocery and retail sector loyalty programmes 
should not expire. The statistical significance further proved large practical significance for 
this factor.  Management should improve their loyalty member education on reward expiry. 
In addition, information forwarded in the appropriate communication medium and quality will 
be essential to improving the perception of flexibility in grocery and retail sector loyalty 
programmes. Behavioural flexibility correlated to personalisation, indicating that consumers 
are longing for personalised rewards based on their shopping patterns. 
 
Finally, consumer’s attitudinal trust in this study dealt with respondent’s feelings about 
privacy and information. Loyalty programmes studies within the grocery and retail sector 
have found privacy concerns to have a negative influence on the effectiveness of the loyalty 
programme (Leenheer, et al., 2007; So, et al., 2015). Although, this study has found 
100 
 
impartial responses to trust, retailers should assess caution to this finding as it could 
indicate consumers not having enough information on how their data are stored and kept 
confidential. Tailored marketing communication can educate members on the loyalty 
programme’s privacy rules and how the information is stored and used and in turn, enhance 
the experience in the loyalty programme. 
 
Grocery and retail sector loyalty programmes should create personalised and 
flexible experiences 
 
Vesel and Zabkar (2009) advocate the use of customer data to enhance the value of the 
loyalty programme. Retailers should already own the data and information of their 
members. The findings in this study suggest that management are not using the data in a 
way that creates personalised and flexible experiences within the loyalty programme.  
 
Personalisation and feelings of exclusivity and status can enhance the overall 
attractiveness of the loyalty programme (Meyer-Waarden, 2008; Brashear-Alejandro, et al., 
2016). The findings of the study were consistent with the literature in that personalisation 
was positively correlated to communication and general assessment. Thus, personalised 
communication can create positive attitudes of loyalty programmes and in turn affect 
behavioural intent. Data should be used in a meaningful way that creates personal 
connections with consumers, which extend beyond transactional value. 
 
Rewards are core to the experience of the loyalty programme as they serve as the primary 
incentive in a loyalty programme. In addition, rewards can create feelings of personalisation 
and exclusivity. The study revealed that members had a greater affiliation to monetary 
rewards such as cash back or rebates (77%; n=500), free products and free shipping (56%; 
n=359). In particular, females indicated a higher preference to monetary rewards than 
males. More importantly, respondents felt strongly that rewards shoud not expire (92%; 
n=587) and that current notification of expiry was inadequate. Monetary rewards are lacking 
personalisation and do not invoke feelings of exclusivity in members. It is further 
recommended that managers evaluate the satisfaction of existing monetary rewards, 
particularly among female members. By doing so, superior value can be created within 
grocery and retail sector loyalty progammes. Data owned by retailers should be offering 
101 
 
hard rewards that are personalised to their members. Managing monetary rewards and 
reward expiry is imperative to the success of the grocery and retail sector loyalty 
programme. 
 
5.4 LIMITATIONS AND CALL FOR FUTURE RESEARCH 
The study surveyed 643 respondents with half of the respondents residing in the Eastern 
Cape, leading to potential bias responses, which do not adequately represent all provinces 
in South Africa.  
 
In addition, no dependent variable could be established as the questionnaire did not allow 
respondents to specifically rate their responses in relation to specific grocery and retail 
loyalty programmes. The study, however confirmed statistically validated and reliable 
factors within grocery and retail sector as identified in the literature review. Certain items 
were reversed or removed from the study due to insufficient factor loadings. Although these 
items were removed, they did not improve the Cronbach’s Alpha scores for attitudinal 
aspects of tangible rewards (AR2: Rewards Tangible) and behavioural aspects of trust (BT: 
Trust – Behaviour) and hence these factors were removed. Attitudinal aspects of the 
general assessment (µ=3.36; p=0.111) and behavioural aspects of communication (µ=2.65; 
p=0.073) and purchasing behaviour (µ=2.59; p=0.755) were deemed statistically 
insignificant. Attitudinal aspects of flexibility did not correlate with any of the factors. As 
such, further time could be spent on ensuring that the questions were valid and that the 
factors met the appropriate structure. Questions in relation to consumers experience on 
specific programmes can be included to propose a conceptual model with a validated 
dependent variable. 
 
5.5 SUMMARY 
The main objective of the study was to determine the attitudes and behaviours that 
influence the success of grocery and retail sector loyalty programmes. In addition a 
conceptual model was developed from a comprehensive review of literature. Upon analysis 
of the data, a revised model was recommended by the statistician and the model shifted to 
an analysis of attitudinal and behavioural factors influencing grocery and retail sector loyalty 
programmes. 
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The deliverables based on the ROs included in this treatise are: 
• To review definitions and theories around loyalty cards and programmes; 
• To determine the importance of loyalty cards and programmes; 
• To establish determinants of an effective loyalty programme for the South African 
grocery and retail sector; 
• Justify and explain the selected research methodology selected for this treatise with 
sufficient detail for future studies; 
• To determine which factors have a greater influence on the effectiveness of loyalty 
programmes in the South African grocery and retail sector; and 
• To develop managerial recommendations to enhance effectiveness of a loyalty 
programme in the South African grocery and retail sector 
 
Although, the study revealed that a dependent variable could not be established, the factors 
were still determined to be factors influencing grocery and retail sector loyalty programmes 
in general. As such, the research question RQM: What attitudes and behaviours influence 
the behaviours of loyalty programmes in the South African grocery and retail sector? and 
RQO: To determine the attitudes and behaviours influence the behaviours of loyalty that 
influence loyalty cards and programmes in the South African grocery and retail sector have 
been adequately addressed. 
 
In addition, managerial recommendations, limitations to the study and call for future 
research were discussed. If these recommendations are implemented, grocery and retail 
sector programmes should be effective in a competitive grocery and retail landscape. 
  
103 
 
REFERENCES 
Ajzen, I. (1991). The Theory of Planned Behavior. Organizational behavior and human 
decision processes, 179-211. 
Allaway, A., Gooner, R., Berkowitz, D., & Davis, L. (2006). Deriving and exploring behavior 
segments with a retail loyalty card program. European Journal of Marketing, 1317-
1339. 
Babbie, E. (2007). The Practice of Social Research Eleventh Edition. Belmont: Thomsom 
Wadsworth. 
Bagchi, R., & Xingbo, L. (2011). Illusionary progress in loyalty programs: Magnitudes, 
reward distances, and step-size ambiguity. Journal of Consumer Research, 184-197. 
Bazargan, A., Karray, S., & Zolfaghari, S. (2017). Modeling reward expiry for loyalty 
programs in a competitive market. International Journal of Production Economics, 
352-364. 
Berezan, O., Krishen, A., Tanford, S., & Raab, C. (2017). Style before substance? Building 
loyalty through marketing communication congruity. European Journal of Marketing, 
1332-1352. 
Berezan, O., Raab, C., Tanford, S., & Kim, Y. (2015). Evaluating loyalty constructs among 
hotel reward program members using eWOM. Journal of hospitality and Tourism 
research, 198-204. 
Bhaskar, R. (1989). Reclaiming Reality: A Critical Introduction to Contemporary Philosophy. 
London: Verso. 
Bianco-justicia, A., & Domingo-Ferrer, J. (2016). Privacy-aware loyalty programs. Computer 
communications, 83-94. 
Brashear-Alejandro, T., Kang, J., & Groza, M. (2016). Leveraging loyalty programs to build 
customer-company identification. Journal of Business Research, 1190-1198. 
Bruneau, V., Swaen, V., & Zidda, P. (2018). Are loyalty program members really engaged? 
Measuring customer engagement with loyalty programs. Journal of Business 
Research, 144-158. 
Bryman, A. (2016). Social Research Methods Fifth Edition. United Kingdom: Oxford 
University Press. 
Collis, J., & Hussey, R. (2014). Business Research. Palgrave: Macmillan. 
Cook, K., & Rice, E. (2006). Handbook of Social Psychology. New York: Springer. 
104 
 
Cooper, D., & Schindler, P. (2014). Business Research Methods Twelfth Edition. 
Singapore: McGraw-Hill Education. 
Cropanzano, R., & Mitchell, M. (2005). Social exchange theory: An interdisciplinary review. 
Journal of Marketing, 874-900. 
David, P., & Rundle-Thiele, S. (2018). Social marketing theory measurement precision: a 
theory of planned behaviour illustration. Journal of Social Marketing, 182-201. 
Day, S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising 
Research, 29-35. 
Dorotic, M., Bijmolt, T., & Verhoef, P. (2012). Loyalty Programmes: Current Knowledge and 
research directions. International Journal of Management Review, 217-237. 
Faku, D. (2018). Analysis: Clicks sales grow 14.2% despite tough conditions. Retrieved 4 
May 2018 from: https://www.iol.co.za/business-report/companies/analysis-clicks-
sales-grow-142-despite-tough-conditions-12868889. 
Friend, M. (2018). The History and Future of Loyalty Programs. Retrieved 4 May 2018 from: 
http://www.futureofbusinessandtech.com/business-solutions/the-history-and-future-
of-loyalty-programs. 
Gold, S. (2017). A brief history of customer loyalty. Retrieved 4 May 2018 from: 
https://marketingland.com/brief-history-customer-loyalty-223310. 
Gravetter F.J., &. W. (2009). Statistics for the Behavioral Sciences (8th ed.). Belmont, CA: 
Wadsworth. 
Gupta, S., Gupta, T., & Shaines, G. (2018). Navigating from program loyalty to company 
loyalty. IIMB Management Review, 1-23. 
Hair, J., Black, W., Babib, B., Anderson, R., & Tatham, R. (2006). Multivariate Data 
Analysis (6th edition). New Jersey: Pearson Prentice Hill. 
He, H., Li, Y., & Harris, L. (2012). Social identity perspective on brand loyalty. Journal of 
Business Research, 648-657. 
Hegner, S., Fenko, A., & Teravest, A. (2017). Using the theory of planned behaviour to 
understand brand love. Journal of Product & Brand Management, 26-41. 
Jane, S., Khan, M., & Mishra, S. (2017). Understanding consumer behavior regarding 
luxury fashion goods in India based on the theory of planned behavior. Journal of 
Asia Business Studies, 4-21. 
105 
 
Kamran-Disfani, O., Mantrala, M., Izquierdo-Yusta, A., & Martinez-Ruiz, M. (2017). The 
impact of retail store format on the satisfaction-loyalty link: An empirical investigation. 
Journal of Business Research, 14-22. 
Kassim, N., & Ismail, S. (2009). Investigating the complex drivers of loyalty in e-commerce 
settings, 56-71. 
Kumar, R. (2011). Research Methodology - A step-by-step guide for beginners 3rd Edition. 
London: Sage Publications. 
Lee, J., Capella, M., Taylor, C., Lup, M., & Gabler, C. (2014). The financial impact of loyalty 
programs in the hotel industry: A social exchange theory perspective. Journal of 
Business Research, 2139-2146. 
Leenheer, J., van Heerde, H., Bijmolt, T., & Smidts, A. (2007). Do loyalty programs really 
enhance behavioral loyalty? An empirical analysis analysis accounting for self-
selecting members. International Journal of Research in Marketing, 31-47. 
Liu, M., & Brock, J. (2010). Antecedents of Redemption of Reward Points: Credit Card 
Market in China and International Comparison. Journal of International Consumer 
Marketing, 33-45. 
Liu, S., & Mattila, A. (2016). The influence of a "green" loyalty program on service 
encounter satisfaction. Journal of Services Marketing, 576-585. 
Liu, Y. (2007). The long term impact of loyalty programs on consumer behavior and loyalty. 
Journal of Marketing, 19-35. 
Ma, B., Li, X., & Zhang, L. (2017). The effects of loyalty programs in services - a double-
edged sword? Journal of Services Marketing. 
Melnyk, V., & Bijmolt, T. (2015). The effects of introducing and terminating loyalty 
programs. European Journal of Marketing, 398-419. 
Meyers-Waarden, L. (2007). The effects of loyalty programes on customer lifetime and 
share of wallet. Journal of Retailing, 223-236. 
Meyer-Waarden, L. (2008). The influence of loyalty programme membership on customer 
purchase behaviour. European Journal of Marketing, 87-114. 
Meyer-Waarden, L. (2013). The impact of personalisation on frequent flyer programmes' 
perceived value and loyalty. The Journal of Services Marketing, 183-194. 
Miles, J. (2012). Management and Organisation Theories. San Francisco: John Wiley & 
Sons. 
106 
 
Morgan, R. A. (1994). The commitment-trust theory of relationship marketing. Journal of 
Marketing, 20-38. 
Ndubisi, N., & Wah, C. (2005). Factorial and discriminant analyses of the underpinnings of 
relationship marketing and customer satisfaction. International Journal of Bank 
Marketing, 542-557. 
Nielsen. (2016). Global Retail Loyalty Sentiment Report. The Nielsen Company. 
Nunnally, J. (1978). Psychometric theory (2nd ed.). New York: McGraw-Hill. 
Omar, N., Wel, C., Aziz, N., & Alam, S. (2013). Investigating the structural relationship 
between loyalty programme service quality, satisfaction and loyalty fo retail loyalty 
programmes: evidence from Malaysia. Measuring Business Excellence, 33-50. 
Pimpao, P., Correia, A., Duque, J., & Zorrinho, J. (2018). Social diffusion and loyalty 
programs: a path to succeed. International Journal of Contemporary Hospitality 
Management, 475-494. 
Raies, K., Muhlbacher, H., & Gavard-Perret, M. (2015). Consumption community 
commitment: Newbies and longstanding members' brand engagement and loyalty. 
Journal of Business Research, 2634-2644. 
Ramaseshan, B., & Ouschan, R. (2017). Investigating status demotion in hierachical loyalty 
programs. Journal of Services Marketing, 650-661. 
Rehnen, L., Bartsch, S., Kull, M., & Meyer, A. (2017). Exploring the impact of rewarded 
social media engagement in loyalty programs. Journal of Service Management, 305-
328. 
Rundle-Thiele, S. (2005). Exploring loyal qualities: assessing survey based-loyal measures. 
Journal of Services Marketing, 492-500. 
Russell-Bennett, R., Mccoll-Kennedy, J., & Coote, L. (2007). Involvement, satisfaction and 
brand loyalty in a small business services setting. Journal of Business Research, 
1253-1260. 
Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business Students 
Seventh Edition. England: Pearson Education Limited. 
Schreiber, J., Stage, F. K., Nora, A., & Barlow, E. (2006). Reporting Structural Equation 
Modeling and Confirmatory Factor Analysis Results: A Review. The Journal of 
Educational Research, 99 (6). 
Sharp, B., & Sharp, A. (1997). Loyalty programs and their impact on repeat-purchase 
loyalty patterns. International Journal of Research in Marketing, 473-486. 
107 
 
Smith, A., & Sparks, L. (2009). Reward redemption behaviour in retail loyalty schemes. 
British Journal of Management, 204-218. 
So, J., Danaher, T., & Gupta, S. (2015). What do customers get and give in return for 
loyalty program membership, Australasian Marketing Journal, 196-206. 
Staff Writer. (2017). These are the most and least popular loyalty reward programmes in 
South Africa. Retrieved 4 May 2018 from: 
https://businesstech.co.za/news/business/204770/these-are-the-most-and-least-
popular-loyalty-reward-programmes-in-south-africa-2/. 
Steyn, P., Pitt, L., Strasheim, A., Boshoff, C., & Abratt, R. (2010). A cross-cultural study of 
the perceived benefits of a retailer loyalty scheme in Asia. Journal of Retailing and 
Consumer Services, 355-373. 
Taghipourian, M., & Baksh, M. (2015). Loyalty: From Single-Stage Loyalty to Four-Stage 
Loyalty. International Journal of New Technology and Research, 48-51. 
Tarrant, H. (2017). Pick n Pay makes steep cut to Smart Shopper programme. Retrieved 5 
May 2018 from: https://www.moneyweb.co.za/news/companies-and-deals/pick-n-
pay-makes-steep-cut-to-smart-shopper-programme/ 
Truth. (2017). South African Loyalty Landscape. Johannesburg: Truth.  
Truth. (2017). The Truth Loyalty Whitepaper Third Edition. Johannesburg: Truth. 
Vesel, P., & Zabkar, V. (2009). Managing customerloyalty through the mediating role of 
satisfaction in the DIY retail loyalty program. Journal of Retailing and Consumer 
Services, 396-406. 
Wansink, B. (2003). Developing a cost-effective brand loyalty program. Journal of 
Advertising Research, 301-309. 
Wolter, J., Bock, D., Smith, J., & Cronin, J. (2017). Creating ultimate customer loyalty 
through loyalty conviction and customer-company identification. Journal of retailing, 
458-476. 
Zikmund, W., Babin, B., Carr, J., & Griffin, M. (2013). Business Research Methods Ninth 
Edition. Canada: Cengage Learning. 
 
 
 
108 
 
ANNEXURES 
ANNEXURE A: FORM E ETHICS CLEARANCE 
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ANNEXURE B: QUESTIONNAIRE  
Dear Participant 
You are invited to participate in our survey on Loyalty programmes and Loyalty cards.   Various stores, 
airlines and organisations offer loyalty programmes and cards.  Loyalty programmes are structured marketing 
strategies designed by merchants to encourage customers to continue to shop at or use the services of 
businesses associated with each programme.   Examples of loyalty programmes and cards are Spar 
Rewards, Voyager and the Spur Family card. 
The questionnaire should take you approximately 8-10 minutes to complete. 
Your participation in this study is completely voluntary. There are no foreseeable risks associated with this 
project. However, if you feel uncomfortable answering any questions, you can withdraw from the survey at any 
point. Submission of this survey implies consent. 
Your survey responses will be strictly confidential and data from this research will be reported only in the 
aggregate. Your information will be coded and will remain confidential. If you have questions at any time about 
the survey or the procedures, you may contact Professor Margaret Cullen at margaret.cullen@mandela.ac.za. 
If you are interested in the results, you are more than welcome to contact her. Thank you very much for your 
time and support. Please start with the survey now by clicking on the Next button below. 
*   Please indicate your age 
   
21 – 25 •  
26 – 35 •  
36 – 45 •  
46 – 55 •  
56 – 65 •  
65 + •  
 
*   Please indicate your race 
 
Asian •  
Black •  
Coloured •  
White •  
Other •  
 
*   Please indicate your gender 
 
Female •  
Male •  
 
*   Please indicate your employment status 
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Employed •  
Unemployed •  
Self employed •  
Full time student •  
Retired •  
 
*   Where do you live? 
 
Border •  
Eastern Cape •  
Free State •  
Gauteng •  
KZN •  
Limpopo •  
Northern Cape •  
North West •  
Mpumalanga •  
Western Cape •  
Other •  
 
*   How many people live in your household? 
 
1 •  
2 •  
3 •  
4 •  
5 •  
6+ •  
 
 
*   Please indicate your monthly household income 
 
< R10 000.00 •  
R10 000.00 – R29 999.00 •  
R30 000.00 – R49 999.00 •  
R50 000.00 – R69 000.00 •  
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R70 000.00 – R89 000.00 •  
R90 000.00+ •  
 
*   Please indicate your highest level of education 
 
Primary School complete •  
Some High School •  
Matric •  
Diploma •  
Degree  •  
Masters Degree •  
PhD •  
Other post matric •  
 
*   In your household are you 
 
Wholly or mainly responsible for day-to-
day household purchases 
•  
Partly responsible for the day-to-day 
household purchases 
•  
Not responsible for the day-to-day 
household purchases 
•  
 
 
 
 
 
 
*   When it comes to making financial decisions in your household are you 
 
Wholly responsible for the decisions •  
Others and I share the decision equally •  
I get opinions from others but I make the 
decision 
•  
I give my opinion but the decision is 
made by others 
•  
The decision is made solely by others •  
 
*   Do you belong to loyalty programmes or have loyalty cards? 
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Yes •  
No •  
 
*   Grocery and general retail – Please indicate which Loyalty Cards/Programmes you  
     belong to. 
 
� Edcon 
� Fanatics 
� Little World 
� My School/My Village/My Planet 
� My Spar Rewards Club 
� Pick a Pay Smart Shopper Card 
� Shoprite Checkers Eazicoupons 
� Snap n Save 
� W Rewards 
� Other 
 
*   Health and Beauty – Please indicate which Loyalty Cards/Programmes you belong  
     to. 
 
� Clicks Club Card 
� Dis-chem Benefits 
� Sorbet Society 
� Other 
 
 
 
*   Banking and credit cards – Please indicate which Loyalty Cards/Programmes you  
     belong to.  
 
� ABSA Rewards 
� African Bank Achiever 
� African Band Enroller 
� FNB E Bucks Rewards 
� Global One 
� Investec Rewards 
� Nedbank Greenbacks 
� Standard Bank U Count 
� Other 
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*   Insurance and Medical Aid – Please indicate which Loyalty Cards/Programmes you  
     belong to.  
 
� Discovery Vitality Drive 
� Discovery Vitality 
� Discovery Card 
� Liberty Own your Life Rewards 
� Momentum Multiply 
� Sanlam Reality  
� Other 
 
*   Travel and Hospitality – Please indicate which Loyalty Cards/Programmes you  
     belong to.  
 
� Avios 
� BA Executive Club 
� City Lodge 
� Emirates Skywards 
� Protea Hotels 
� Sunrands 
� Wild Card 
� Other 
 
 
 
*   Restaurant and fast foods – Please indicate which Loyalty Cards/Programmes you  
     belong to.  
 
� Spur Family Card 
� Vida E Cafe 
� Spur Secret Tribe 
 
*   Mobile – Please indicate which Loyalty Cards/Programmes you belong to.  
 
� MTN 1-4-1 
� Vodacom Talking Points 
� Other 
 
*   Entertainment, casinos and gaming – Please indicate which Loyalty  
     Cards/Programmes you belong to.  
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� MVG 
� Nu Metro 
� Ster Kinekor Movie Club 
* Please indicate which option describes you 
 
My connection to brands goes beyond 
special offers 
•  
Brands reflect my personal identity •  
I shop where I shop because it’s too 
much trouble to go anywhere else 
 
•  
I am loyal because loyalty 
cards/programmes reward me to be 
loyal 
 
•  
 
* LOYALTY CARDS / PROGRAMMES 
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
Loyalty cards/programmes 
are all the same 
•  •  •  •  •  
I have loyalty 
cards/programmes that I 
don’t use 
•  •  •  •  •  
I save a lot of money by 
using loyalty cards and 
belonging to loyalty 
programmes 
•  •  •  •  •  
Other things are more 
important than discounts 
e.g. customer service, 
quality etc.  
•  •  •  •  •  
I would change where I 
shop for the sake of a 
loyalty card/programme 
•  •  •  •  •  
I used to use loyalty 
cards/programmes but 
don’t anymore 
•  •  •  •  •  
Having loyalty cards and 
belonging to loyalty 
programmes is a waste of 
•  •  •  •  •  
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time 
I am a member of loyalty 
programmes and have 
loyalty cards but have no 
intention of using them 
•  •  •  •  •  
Loyalty programmes and 
cards deliver increased 
value 
•  •  •  •  •  
Loyalty cards and 
programmes are too 
complicated 
•  •  •  •  •  
Loyalty cards and 
programmes are expensive 
with not enough return 
•  •  •  •  •  
Loyalty cards and 
programmes have no 
benefit 
•  •  •  •  •  
It takes too long to earn 
points to get anything 
worthwhile from loyalty 
cards/programmes 
•  •  •  •  •  
 
 
 
* PURCHASE BEHAVIOUR  
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
My loyalty 
cards/programmes have 
converted me from a 
consumer to a customer 
•  •  •  •  •  
I have seen substantial 
savings due to the money I 
get from loyalty cards and 
programmes 
•  •  •  •  •  
I buy products that I don’t 
need because of the 
promotions surrounding 
them 
•  •  •  •  •  
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I shop wherever gives me 
better discounts 
•  •  •  •  •  
I get better discounts from 
in store promotions than 
loyalty cards/programmes 
•  •  •  •  •  
I spend less in stores 
where I don’t have a card 
or belong to a programme 
•  •  •  •  •  
My loyalty 
cards/programmes 
motivate me to spend more 
•  •  •  •  •  
I get better discounts/ value 
from loyalty cards and 
programmes than in store 
promotions 
•  •  •  •  •  
I would shop in any store 
that suits me regardless of 
whether they had a loyalty 
scheme 
•  •  •  •  •  
I buy products if there are 
extra points offered on 
them  
•  •  •  •  •  
I prefer to purchase from 
outlets that provide loyalty 
cards/programmes 
•  •  •  •  •  
* TRUST 
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
I feel that loyalty 
cards/programmes monitor 
my every move 
•  •  •  •  •  
I am nervous about loyalty 
cards/programmes using 
my personal information 
•  •  •  •  •  
I get annoyed when loyalty 
cards/programmes contact 
me all the time 
•  •  •  •  •  
I think loyalty 
cards/programmes are 
•  •  •  •  •  
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worthwhile and I am willing 
to give my personal details 
for this 
Loyalty cards/programmes 
are truthful about what they 
do with the data I give them 
•  •  •  •  •  
Loyalty cards/programmes 
are set up to increase profit 
•  •  •  •  •  
Loyalty cards/programmes 
donate to upliftment 
programmes as promised 
•  •  •  •  •  
Loyalty cards/programmes 
know too much about my 
purchasing behaviour 
•  •  •  •  •  
 
* COMMUNICATION 
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
I gave permission for the 
loyalty cards/programmes 
to contact me 
•  •  •  •  •  
I read all my e-mails 
relating to loyalty 
cards/programmes 
•  •  •  •  •  
They talk to me personally •  •  •  •  •  
I feel overwhelmed and 
bombarded by 
communication from loyalty 
cards/programmes 
•  •  •  •  •  
The loyalty 
card/programmes 
communication is relevant 
to me 
•  •  •  •  •  
Loyalty cards/programmes 
communicate through the 
medium I prefer 
•  •  •  •  •  
Loyalty cards/programmes 
call centres and interactive 
websites enhance my 
•  •  •  •  •  
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experience 
My loyalty 
cards/programmes listen to 
me 
•  •  •  •  •  
 
* PERSONALISATION 
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
My loyalty 
cards/programmes keep 
track of my life changes 
•  •  •  •  •  
The rewards are relevant 
and make a difference in 
my life 
•  •  •  •  •  
I received personalised 
discounts from my loyalty 
cards/programmes 
•  •  •  •  •  
I receive personalised 
promotion offerings from 
my loyalty 
cards/programmes 
•  •  •  •  •  
I receive personalised 
product recommendations 
from my loyalty 
cards/programmes 
•  •  •  •  •  
I receive personalised 
service recommendations 
from my loyalty 
cards/programmes 
•  •  •  •  •  
 
* FLEXIBILITY 
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
My loyalty 
programmes/cards have a 
one size fits all approach 
•  •  •  •  •  
Points or rewards are 
available regardless of 
whether I buy in store, on a 
•  •  •  •  •  
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website or mobile device 
I can choose different types 
of rewards from my loyalty 
cards/programmes 
•  •  •  •  •  
Loyalty points should not 
expire 
•  •  •  •  •  
I feel cheated when my 
points expire 
•  •  •  •  •  
The loyalty 
cards/programmes should 
notify me before my points 
expire 
•  •  •  •  •  
 
* REWARDS 
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
Loyalty cards/programmes 
rewards make me feel good 
•  •  •  •  •  
I prefer tangible rewards to 
cash  
•  •  •  •  •  
I like it that my loyalty 
cards/programmes partner 
with other brands 
•  •  •  •  •  
I get points for referrals •  •  •  •  •  
Rewards should be in the 
form of discounts 
•  •  •  •  •  
Rewards should be cash 
back or rebates 
•  •  •  •  •  
Rewards should be free 
products 
•  •  •  •  •  
Rewards should be in the 
form of points 
•  •  •  •  •  
I should have exclusive 
access to sales and 
merchandise 
•  •  •  •  •  
I should get priority service •  •  •  •  •  
I am recognised as a 
valued customer 
•  •  •  •  •  
Rewards should be •  •  •  •  •  
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personalised products or 
services 
I prefer a charitable 
donation as a reward 
•  •  •  •  •  
 
* METHOD OF PARTICIPATION  
 Strongly 
disagree 
Disagree Neutral Agree Strongly 
Agree 
Membership cards should 
be scanned / swiped 
•  •  •  •  •  
I prefer them to look up my 
account when I provide a 
phone number or other 
personal information 
•  •  •  •  •  
I prefer to use the retailer’s 
mobile app 
•  •  •  •  •  
I prefer to use a third party 
app 
•  •  •  •  •  
I belong to too many loyalty 
card/programmes 
•  •  •  •  •  
I have too many loyalty 
cards 
•  •  •  •  •  
 
Thank you for your participation 
ANNEXURE C: FULL ANOVA RESULTS 
Attitude - Communication 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.91 0.73 
Age5 21-25 37 6% 3.01 0.71 
  26-35 285 46% 2.88 0.73 
  36-45 176 29% 2.94 0.72 
  46-55 83 14% 2.90 0.74 
  56+ 33 5% 2.96 0.75 
Race4 Asian 35 6% 3.16 0.62 
  Black 255 42% 2.89 0.76 
  Coloured 131 21% 2.99 0.69 
  White 193 31% 2.83 0.71 
Gender Female 368 60% 2.93 0.72 
  Male 246 40% 2.88 0.74 
Household Size One 84 14% 2.86 0.69 
122 
 
  Two 156 25% 2.88 0.75 
  Three 117 19% 2.99 0.74 
  Four 133 22% 2.83 0.69 
  Five 88 14% 2.99 0.73 
  Six + 36 6% 2.94 0.74 
Monthly Household Income5 <R30 000 229 37% 2.94 0.72 
  <R50 000 182 30% 2.89 0.74 
  <R70 000 93 15% 2.85 0.70 
  <R90 000 64 10% 2.90 0.77 
  R90 000 + 46 7% 2.98 0.72 
Highest Level of Education4 Not Diploma 85 14% 3.00 0.71 
  Diploma 142 23% 2.94 0.66 
  Degree 305 50% 2.86 0.76 
  M+D 82 13% 2.97 0.71 
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Effect F-value D.F. p Cohen's d 
Age5 0.34 4; 593 .848 n/a 
Race4 2.59 3; 593 .052 n/a 
Gender 0.68 1; 593 .411 n/a 
Household Size 0.77 5; 593 .575 n/a 
Monthly Household Income5 0.22 4; 593 .927 n/a 
Highest Level of Education4 1.04 3; 593 .374 n/a 
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Attitude – Flexibility 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 4.47 0.65 
Age5 21-25 37 6% 4.49 0.67 
  26-35 285 46% 4.45 0.66 
  36-45 176 29% 4.49 0.65 
  46-55 83 14% 4.47 0.64 
  56+ 33 5% 4.53 0.54 
Race4 Asian 35 6% 4.56 0.45 
  Black 255 42% 4.52 0.68 
  Coloured 131 21% 4.37 0.67 
  White 193 31% 4.46 0.62 
Gender Female 368 60% 4.49 0.62 
  Male 246 40% 4.44 0.68 
Household Size One 84 14% 4.52 0.59 
  Two 156 25% 4.54 0.57 
  Three 117 19% 4.43 0.71 
  Four 133 22% 4.40 0.70 
  Five 88 14% 4.43 0.70 
  Six + 36 6% 4.57 0.56 
Monthly Household Income5 <R30 000 229 37% 4.44 0.67 
  <R50 000 182 30% 4.50 0.65 
  <R70 000 93 15% 4.49 0.62 
  <R90 000 64 10% 4.45 0.65 
  R90 000 + 46 7% 4.48 0.56 
Highest Level of Education4 Not Diploma 85 14% 4.44 0.64 
  Diploma 142 23% 4.45 0.71 
  Degree 305 50% 4.48 0.63 
  M+D 82 13% 4.51 0.61 
 
 
Effect F-value D.F. p Cohen's d 
Age5 0.38 4; 593 .823 n/a 
Race4 1.46 3; 593 .226 n/a 
Gender 1.02 1; 593 .313 n/a 
Household Size 1.08 5; 593 .369 n/a 
Monthly Household Income5 0.35 4; 593 .842 n/a 
Highest Level of Education4 0.04 3; 593 .989 n/a 
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Attitude – General Assessment 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 3.36 0.62 
Age5 21-25 37 6% 3.36 0.51 
  26-35 285 46% 3.36 0.60 
  36-45 176 29% 3.41 0.60 
  46-55 83 14% 3.23 0.70 
  56+ 33 5% 3.34 0.70 
Race4 Asian 35 6% 3.36 0.70 
  Black 255 42% 3.36 0.60 
  Coloured 131 21% 3.31 0.63 
  White 193 31% 3.38 0.62 
Gender Female 368 60% 3.37 0.61 
  Male 246 40% 3.33 0.63 
Household Size One 84 14% 3.28 0.62 
  Two 156 25% 3.41 0.62 
  Three 117 19% 3.41 0.60 
  Four 133 22% 3.33 0.56 
  Five 88 14% 3.33 0.71 
  Six + 36 6% 3.32 0.59 
Monthly Household Income5 <R30 000 229 37% 3.28 0.59 
  <R50 000 182 30% 3.43 0.63 
  <R70 000 93 15% 3.39 0.53 
  <R90 000 64 10% 3.44 0.66 
  R90 000 + 46 7% 3.28 0.72 
Highest Level of Education4 Not Diploma 85 14% 3.42 0.56 
  Diploma 142 23% 3.30 0.65 
  Degree 305 50% 3.37 0.61 
  M+D 82 13% 3.33 0.63 
 
 
Effect F-value D.F. p Cohen's d 
Age5 1.63 4; 593 .164 n/a 
Race4 0.31 3; 593 .815 n/a 
Gender 1.07 1; 593 .300 n/a 
Household Size 0.76 5; 593 .581 n/a 
Monthly Household Income5 2.54 4; 593 .039 n/a 
Highest Level of Education4 1.35 3; 593 .256 n/a 
 
 
Effect Level 1 Level 2 M1 M2 Scheffé Cohen's 
126 
 
p d 
Monthly Household Income5 <R30 000 <R50 000 3.28 3.43 .177 0.25 
  <R30 000 <R70 000 3.28 3.39 .679 0.20 
  <R30 000 <R90 000 3.28 3.44 .457 0.27 
  <R30 000 R90 000 + 3.28 3.28 1.000 0.00 
  <R50 000 <R70 000 3.43 3.39 .993 0.06 
  <R50 000 <R90 000 3.43 3.44 1.000 0.02 
  <R50 000 R90 000 + 3.43 3.28 .671 0.24 
  <R70 000 <R90 000 3.39 3.44 .992 0.09 
  <R70 000 R90 000 + 3.39 3.28 .892 0.19 
  <R90 000 R90 000 + 3.44 3.28 .736 0.25 
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Attitude – Rewards Personal 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.44 0.72 
Age5 21-25 37 6% 2.39 0.66 
  26-35 285 46% 2.44 0.71 
  36-45 176 29% 2.38 0.74 
  46-55 83 14% 2.52 0.74 
  56+ 33 5% 2.61 0.76 
Race4 Asian 35 6% 2.21 0.51 
  Black 255 42% 2.33 0.74 
  Coloured 131 21% 2.51 0.70 
  White 193 31% 2.58 0.71 
Gender Female 368 60% 2.41 0.68 
  Male 246 40% 2.48 0.78 
Household Size One 84 14% 2.54 0.82 
  Two 156 25% 2.42 0.65 
  Three 117 19% 2.47 0.77 
  Four 133 22% 2.40 0.73 
  Five 88 14% 2.42 0.73 
  Six + 36 6% 2.37 0.60 
Monthly Household Income5 <R30 000 229 37% 2.50 0.66 
  <R50 000 182 30% 2.44 0.75 
  <R70 000 93 15% 2.51 0.77 
  <R90 000 64 10% 2.26 0.71 
  R90 000 + 46 7% 2.25 0.76 
Highest Level of Education4 Not Diploma 85 14% 2.48 0.74 
  Diploma 142 23% 2.50 0.68 
  Degree 305 50% 2.41 0.73 
  M+D 82 13% 2.42 0.77 
 
 
Effect F-value D.F. p Cohen's d 
Age5 0.49 4; 593 .743 n/a 
Race4 5.53 3; 593 .001 n/a 
Gender 1.44 1; 593 .230 n/a 
Household Size 0.57 5; 593 .727 n/a 
Monthly Household Income5 2.36 4; 593 .052 n/a 
Highest Level of Education4 0.38 3; 593 .766 n/a 
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Effect Level 1 Level 2 M1 M2 Scheffé 
p 
Cohen's 
d 
Race4 Asian Black 2.21 2.33 .845 0.16 
  Asian Coloured 2.21 2.51 .188 0.45 
  Asian White 2.21 2.58 .043 0.54 
  Black Coloured 2.33 2.51 .136 0.25 
  Black White 2.33 2.58 .003 0.35 
  Coloured White 2.51 2.58 .821 0.11 
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Attitude – Rewards Tangible 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.88 0.62 
Age5 21-25 37 6% 2.83 0.54 
  26-35 285 46% 2.89 0.63 
  36-45 176 29% 2.86 0.65 
  46-55 83 14% 2.88 0.57 
  56+ 33 5% 2.83 0.60 
Race4 Asian 35 6% 2.76 0.52 
  Black 255 42% 2.81 0.65 
  Coloured 131 21% 2.86 0.63 
  White 193 31% 2.99 0.57 
Gender Female 368 60% 2.83 0.60 
  Male 246 40% 2.95 0.65 
Household Size One 84 14% 2.90 0.62 
  Two 156 25% 2.94 0.55 
  Three 117 19% 2.84 0.61 
  Four 133 22% 2.79 0.67 
  Five 88 14% 2.89 0.63 
  Six + 36 6% 2.90 0.72 
Monthly Household Income5 <R30 000 229 37% 2.82 0.60 
  <R50 000 182 30% 2.83 0.64 
  <R70 000 93 15% 3.05 0.57 
  <R90 000 64 10% 2.94 0.62 
  R90 000 + 46 7% 2.90 0.70 
Highest Level of Education4 Not Diploma 85 14% 2.73 0.50 
  Diploma 142 23% 2.88 0.59 
  Degree 305 50% 2.92 0.65 
  M+D 82 13% 2.84 0.65 
 
 
Effect F-value D.F. p Cohen's d 
Age5 0.49 4; 593 .745 n/a 
Race4 5.37 3; 593 .001 n/a 
Gender 4.54 1; 593 .034 0.19 
Household Size 1.56 5; 593 .169 n/a 
Monthly Household Income5 2.32 4; 593 .056 n/a 
Highest Level of Education4 2.90 3; 593 .035 n/a 
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Effect Level 1 Level 2 M1 M2 p* Cohen's 
d 
Race4 Asian Black 2.76 2.81 .980 0.07 
  Asian Coloured 2.76 2.86 .881 0.16 
  Asian White 2.76 2.99 .255 0.40 
  Black Coloured 2.81 2.86 .915 0.07 
  Black White 2.81 2.99 .025 0.29 
  Coloured White 2.86 2.99 .307 0.22 
Gender Female Male 2.83 2.95 .034 0.19 
Highest Level of Education4 Not 
Diploma 
Diploma 2.73 2.88 .314 0.28 
  Not 
Diploma 
Degree 2.73 2.92 .075 0.32 
  Not 
Diploma 
M+D 2.73 2.84 .720 0.19 
  Diploma Degree 2.88 2.92 .940 0.06 
  Diploma M+D 2.88 2.84 .954 0.08 
  Degree M+D 2.92 2.84 .719 0.13 
* Scheffé Test if 3+ Levels, else 
t-Test 
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Attitude – Rewards Monetary 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 3.77 0.70 
Age5 21-25 37 6% 3.81 0.64 
  26-35 285 46% 3.82 0.67 
  36-45 176 29% 3.74 0.68 
  46-55 83 14% 3.73 0.80 
  56+ 33 5% 3.55 0.73 
Race4 Asian 35 6% 3.89 0.49 
  Black 255 42% 3.77 0.72 
  Coloured 131 21% 3.80 0.68 
  White 193 31% 3.73 0.71 
Gender Female 368 60% 3.83 0.65 
  Male 246 40% 3.69 0.75 
Household Size One 84 14% 3.71 0.77 
  Two 156 25% 3.80 0.58 
  Three 117 19% 3.80 0.79 
  Four 133 22% 3.87 0.68 
  Five 88 14% 3.64 0.69 
  Six + 36 6% 3.63 0.71 
Monthly Household Income5 <R30 000 229 37% 3.75 0.70 
  <R50 000 182 30% 3.85 0.70 
  <R70 000 93 15% 3.70 0.70 
  <R90 000 64 10% 3.74 0.62 
  R90 000 + 46 7% 3.74 0.78 
Highest Level of Education4 Not Diploma 85 14% 3.85 0.57 
  Diploma 142 23% 3.76 0.72 
  Degree 305 50% 3.78 0.69 
  M+D 82 13% 3.67 0.78 
 
 
Effect F-value D.F. p Cohen's d 
Age5 1.16 4; 593 .328 n/a 
Race4 0.99 3; 593 .398 n/a 
Gender 5.36 1; 593 .021 0.20 
Household Size 1.87 5; 593 .098 n/a 
Monthly Household Income5 1.20 4; 593 .309 n/a 
Highest Level of Education4 1.17 3; 593 .322 n/a 
 
Effect Level 1 Level 2 M1 M2 t-Test p Cohen's 
d 
Gender Female Male 3.83 3.69 .021 0.20 
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Attitude – Trust 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.75 0.67 
Age5 21-25 37 6% 2.84 0.61 
  26-35 285 46% 2.72 0.68 
  36-45 176 29% 2.78 0.66 
  46-55 83 14% 2.70 0.68 
  56+ 33 5% 2.85 0.76 
Race4 Asian 35 6% 2.87 0.60 
  Black 255 42% 2.80 0.71 
  Coloured 131 21% 2.78 0.63 
  White 193 31% 2.64 0.66 
Gender Female 368 60% 2.80 0.66 
  Male 246 40% 2.68 0.69 
Household Size One 84 14% 2.72 0.68 
  Two 156 25% 2.79 0.64 
  Three 117 19% 2.77 0.69 
  Four 133 22% 2.67 0.65 
  Five 88 14% 2.79 0.76 
  Six + 36 6% 2.77 0.62 
Monthly Household Income5 <R30 000 229 37% 2.78 0.68 
  <R50 000 182 30% 2.76 0.66 
  <R70 000 93 15% 2.65 0.63 
  <R90 000 64 10% 2.74 0.71 
  R90 000 + 46 7% 2.77 0.74 
Highest Level of Education4 Not Diploma 85 14% 2.90 0.68 
  Diploma 142 23% 2.79 0.66 
  Degree 305 50% 2.70 0.67 
  M+D 82 13% 2.73 0.70 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.88 4; 593 .475 n/a 
Race4 3.59 3; 593 .014 n/a 
Gender 4.21 1; 593 .041 0.19 
Household Size 0.57 5; 593 .727 n/a 
Monthly Household Income5 0.40 4; 593 .808 n/a 
Highest Level of Education4 2.43 3; 593 .064 n/a 
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Effect Level 1 Level 2 M1 M2 p* Cohen's 
d 
Race4 Asian Black 2.87 2.80 .962 0.09 
  Asian Coloured 2.87 2.78 .915 0.15 
  Asian White 2.87 2.64 .329 0.35 
  Black Coloured 2.80 2.78 .987 0.04 
  Black White 2.80 2.64 .088 0.24 
  Coloured White 2.78 2.64 .355 0.21 
Gender Female Male 2.80 2.68 .041 0.19 
* Scheffé Test if 3+ Levels, else t-Test        
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Behaviour – Communication 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.65 0.74 
Age5 21-25 37 6% 2.72 0.76 
  26-35 285 46% 2.61 0.74 
  36-45 176 29% 2.72 0.76 
  46-55 83 14% 2.65 0.69 
  56+ 33 5% 2.56 0.67 
Race4 Asian 35 6% 2.96 0.67 
  Black 255 42% 2.66 0.78 
  Coloured 131 21% 2.71 0.71 
  White 193 31% 2.54 0.68 
Gender Female 368 60% 2.64 0.70 
  Male 246 40% 2.66 0.79 
Household Size One 84 14% 2.64 0.75 
  Two 156 25% 2.57 0.72 
  Three 117 19% 2.69 0.75 
  Four 133 22% 2.68 0.73 
  Five 88 14% 2.70 0.76 
  Six + 36 6% 2.65 0.74 
Monthly Household Income5 <R30 000 229 37% 2.68 0.71 
  <R50 000 182 30% 2.69 0.74 
  <R70 000 93 15% 2.57 0.73 
  <R90 000 64 10% 2.57 0.76 
  R90 000 + 46 7% 2.61 0.81 
Highest Level of Education4 Not Diploma 85 14% 2.77 0.74 
  Diploma 142 23% 2.69 0.70 
  Degree 305 50% 2.58 0.73 
  M+D 82 13% 2.70 0.80 
 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.42 4; 593 .792 n/a 
Race4 4.05 3; 593 .007 n/a 
Gender 0.10 1; 593 .752 n/a 
Household Size 0.33 5; 593 .895 n/a 
Monthly Household Income5 0.93 4; 593 .446 n/a 
Highest Level of Education4 1.97 3; 593 .117 n/a 
 
 
 
Effect Level 1 Level 2 M1 M2 Scheffé Cohen's 
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p d 
Race4 Asian Black 2.96 2.66 .163 0.39 
  Asian Coloured 2.96 2.71 .364 0.36 
  Asian White 2.96 2.54 .024 0.61 
  Black Coloured 2.66 2.71 .939 0.07 
  Black White 2.66 2.54 .439 0.16 
  Coloured White 2.71 2.54 .266 0.24 
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Behaviour – Flexibility 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 3.03 0.81 
Age5 21-25 37 6% 3.12 0.67 
  26-35 285 46% 3.03 0.85 
  36-45 176 29% 3.07 0.80 
  46-55 83 14% 2.99 0.75 
  56+ 33 5% 2.89 0.78 
Race4 Asian 35 6% 3.26 0.83 
  Black 255 42% 2.95 0.85 
  Coloured 131 21% 3.08 0.80 
  White 193 31% 3.06 0.74 
Gender Female 368 60% 3.04 0.80 
  Male 246 40% 3.03 0.82 
Household Size One 84 14% 3.01 0.88 
  Two 156 25% 2.97 0.81 
  Three 117 19% 3.12 0.80 
  Four 133 22% 3.08 0.79 
  Five 88 14% 2.96 0.80 
  Six + 36 6% 3.10 0.77 
Monthly Household Income5 <R30 000 229 37% 2.97 0.77 
  <R50 000 182 30% 3.05 0.83 
  <R70 000 93 15% 3.04 0.80 
  <R90 000 64 10% 3.02 0.82 
  R90 000 + 46 7% 3.32 0.87 
Highest Level of Education4 Not Diploma 85 14% 3.08 0.73 
  Diploma 142 23% 2.98 0.76 
  Degree 305 50% 3.00 0.82 
  M+D 82 13% 3.20 0.93 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.99 4; 593 .415 n/a 
Race4 1.82 3; 593 .143 n/a 
Gender 0.17 1; 593 .684 n/a 
Household Size 0.76 5; 593 .582 n/a 
Monthly Household Income5 1.65 4; 593 .159 n/a 
Highest Level of Education4 1.22 3; 593 .303 n/a 
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Behaviour – General Assessment 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 3.23 0.69 
Age5 21-25 37 6% 3.10 0.65 
  26-35 285 46% 3.22 0.70 
  36-45 176 29% 3.27 0.68 
  46-55 83 14% 3.21 0.71 
  56+ 33 5% 3.20 0.60 
Race4 Asian 35 6% 3.26 0.78 
  Black 255 42% 3.27 0.70 
  Coloured 131 21% 3.19 0.67 
  White 193 31% 3.19 0.66 
Gender Female 368 60% 3.22 0.68 
  Male 246 40% 3.24 0.70 
Household Size One 84 14% 3.21 0.70 
  Two 156 25% 3.23 0.70 
  Three 117 19% 3.27 0.71 
  Four 133 22% 3.21 0.58 
  Five 88 14% 3.18 0.76 
  Six + 36 6% 3.28 0.74 
Monthly Household Income5 <R30 000 229 37% 3.12 0.65 
  <R50 000 182 30% 3.29 0.72 
  <R70 000 93 15% 3.26 0.68 
  <R90 000 64 10% 3.34 0.68 
  R90 000 + 46 7% 3.28 0.73 
Highest Level of Education4 Not Diploma 85 14% 3.23 0.70 
  Diploma 142 23% 3.21 0.72 
  Degree 305 50% 3.21 0.68 
  M+D 82 13% 3.30 0.64 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.32 4; 593 .865 n/a 
Race4 0.94 3; 593 .423 n/a 
Gender 0.08 1; 593 .777 n/a 
Household Size 0.53 5; 593 .754 n/a 
Monthly Household Income5 2.36 4; 593 .052 n/a 
Highest Level of Education4 0.48 3; 593 .698 n/a 
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Behaviour – Personalisation 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.96 0.77 
Age5 21-25 37 6% 3.00 0.72 
  26-35 285 46% 2.93 0.79 
  36-45 176 29% 2.99 0.76 
  46-55 83 14% 2.98 0.78 
  56+ 33 5% 2.95 0.77 
Race4 Asian 35 6% 3.21 0.88 
  Black 255 42% 2.93 0.80 
  Coloured 131 21% 3.00 0.70 
  White 193 31% 2.92 0.76 
Gender Female 368 60% 2.98 0.78 
  Male 246 40% 2.93 0.76 
Household Size One 84 14% 2.96 0.87 
  Two 156 25% 2.87 0.79 
  Three 117 19% 3.01 0.79 
  Four 133 22% 2.94 0.71 
  Five 88 14% 3.09 0.73 
  Six + 36 6% 2.95 0.77 
Monthly Household Income5 <R30 000 229 37% 2.92 0.77 
  <R50 000 182 30% 2.99 0.74 
  <R70 000 93 15% 2.81 0.74 
  <R90 000 64 10% 3.12 0.81 
  R90 000 + 46 7% 3.13 0.87 
Highest Level of Education4 Not Diploma 85 14% 2.97 0.74 
  Diploma 142 23% 2.96 0.71 
  Degree 305 50% 2.94 0.80 
  M+D 82 13% 3.02 0.85 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.08 4; 593 .987 n/a 
Race4 1.44 3; 593 .230 n/a 
Gender 0.72 1; 593 .395 n/a 
Household Size 0.95 5; 593 .448 n/a 
Monthly Household Income5 2.27 4; 593 .060 n/a 
Highest Level of Education4 0.16 3; 593 .920 n/a 
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Behaviour – Purchasing Behaviour 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.60 0.64 
Age5 21-25 37 6% 2.74 0.71 
  26-35 285 46% 2.58 0.66 
  36-45 176 29% 2.64 0.61 
  46-55 83 14% 2.51 0.61 
  56+ 33 5% 2.60 0.55 
Race4 Asian 35 6% 2.68 0.70 
  Black 255 42% 2.53 0.63 
  Coloured 131 21% 2.65 0.61 
  White 193 31% 2.63 0.65 
Gender Female 368 60% 2.58 0.63 
  Male 246 40% 2.63 0.64 
Household Size One 84 14% 2.50 0.67 
  Two 156 25% 2.65 0.66 
  Three 117 19% 2.65 0.56 
  Four 133 22% 2.68 0.63 
  Five 88 14% 2.47 0.62 
  Six + 36 6% 2.48 0.68 
Monthly Household Income5 <R30 000 229 37% 2.58 0.62 
  <R50 000 182 30% 2.63 0.63 
  <R70 000 93 15% 2.55 0.64 
  <R90 000 64 10% 2.62 0.68 
  R90 000 + 46 7% 2.62 0.72 
Highest Level of Education4 Not Diploma 85 14% 2.61 0.58 
  Diploma 142 23% 2.59 0.63 
  Degree 305 50% 2.61 0.64 
  M+D 82 13% 2.55 0.71 
 
Effect F-value D.F. p Cohen's 
d 
Age5 1.30 4; 593 .270 n/a 
Race4 1.07 3; 593 .361 n/a 
Gender 1.09 1; 593 .297 n/a 
Household Size 1.94 5; 593 .086 n/a 
Monthly Household Income5 0.46 4; 593 .763 n/a 
Highest Level of Education4 0.34 3; 593 .794 n/a 
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Behaviour – Rewards 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 3.60 0.62 
Age5 21-25 37 6% 3.71 0.57 
  26-35 285 46% 3.58 0.64 
  36-45 176 29% 3.66 0.58 
  46-55 83 14% 3.56 0.65 
  56+ 33 5% 3.48 0.65 
Race4 Asian 35 6% 3.81 0.56 
  Black 255 42% 3.64 0.66 
  Coloured 131 21% 3.58 0.60 
  White 193 31% 3.52 0.58 
Gender Female 368 60% 3.61 0.62 
  Male 246 40% 3.59 0.62 
Household Size One 84 14% 3.61 0.67 
  Two 156 25% 3.55 0.59 
  Three 117 19% 3.59 0.65 
  Four 133 22% 3.62 0.60 
  Five 88 14% 3.66 0.61 
  Six + 36 6% 3.60 0.64 
Monthly Household Income5 <R30 000 229 37% 3.57 0.63 
  <R50 000 182 30% 3.63 0.60 
  <R70 000 93 15% 3.59 0.61 
  <R90 000 64 10% 3.64 0.60 
  R90 000 + 46 7% 3.60 0.72 
Highest Level of Education4 Not Diploma 85 14% 3.65 0.53 
  Diploma 142 23% 3.54 0.65 
  Degree 305 50% 3.62 0.61 
  M+D 82 13% 3.57 0.67 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.68 4; 593 .604 n/a 
Race4 2.34 3; 593 .072 n/a 
Gender 0.16 1; 593 .693 n/a 
Household Size 0.22 5; 593 .953 n/a 
Monthly Household Income5 0.51 4; 593 .725 n/a 
Highest Level of Education4 1.08 3; 593 .357 n/a 
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Behaviour – Trust 
 
Factor Level n Perc. Mean Std.Dev. 
Total   614 100% 2.70 0.72 
Age5 21-25 37 6% 2.76 0.62 
  26-35 285 46% 2.69 0.73 
  36-45 176 29% 2.68 0.72 
  46-55 83 14% 2.66 0.69 
  56+ 33 5% 2.85 0.83 
Race4 Asian 35 6% 2.77 0.77 
  Black 255 42% 2.65 0.69 
  Coloured 131 21% 2.73 0.69 
  White 193 31% 2.72 0.77 
Gender Female 368 60% 2.74 0.73 
  Male 246 40% 2.64 0.70 
Household Size One 84 14% 2.60 0.73 
  Two 156 25% 2.71 0.70 
  Three 117 19% 2.72 0.73 
  Four 133 22% 2.78 0.67 
  Five 88 14% 2.63 0.81 
  Six + 36 6% 2.65 0.66 
Monthly Household Income5 <R30 000 229 37% 2.76 0.72 
  <R50 000 182 30% 2.68 0.72 
  <R70 000 93 15% 2.63 0.70 
  <R90 000 64 10% 2.70 0.69 
  R90 000 + 46 7% 2.57 0.79 
Highest Level of Education4 Not Diploma 85 14% 2.94 0.71 
  Diploma 142 23% 2.81 0.61 
  Degree 305 50% 2.59 0.73 
  M+D 82 13% 2.65 0.78 
 
 
Effect F-value D.F. p Cohen's 
d 
Age5 0.56 4; 593 .690 n/a 
Race4 0.32 3; 593 .812 n/a 
Gender 1.82 1; 593 .178 n/a 
Household Size 1.00 5; 593 .415 n/a 
Monthly Household Income5 0.46 4; 593 .764 n/a 
Highest Level of Education4 5.75 3; 593 .001 n/a 
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Effect Level 1 Level 2 M1 M2 Scheffé 
p 
Cohen's 
d 
Highest Level of Education4 Not 
Diploma 
Diploma 2.94 2.81 .634 0.20 
  Not 
Diploma 
Degree 2.94 2.59 .001 0.49 
  Not 
Diploma 
M+D 2.94 2.65 .068 0.40 
  Diploma Degree 2.81 2.59 .021 0.33 
  Diploma M+D 2.81 2.65 .414 0.25 
  Degree M+D 2.59 2.65 .929 0.08 
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ANNEXURE D: TURN-IT-IN REPORT 
 
 
